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ANNOUNCEMENT 


America's first and oldest manufacturer of a. c. screen-grid radio receivers is 
also the first and oldest superheterodyne designer; and now first to announce 
a licensed super. @ There are only two radio manufacturers in America today 
with actual superheterodyne manufacturing experience. Of these, McMurdo 
Silver developed the first super ever to gain national popularity. @ Now, under 
his personal supervision, the famous S-M 
laboratories have produced the greatest of 
them all—SILVER-MARSHALL radio! Ten 
tuned circuits, nine tubes, 5 screen-grid, 
tone control—every advanced feature. Q All 
that SILVER-MARSHALL is asking of the pub- 
lic this season—as last year —is just to tune 
an S-M superheterodyne before buying 
any radio. @ Ask your distributor about an 
entirely new type of protective franchise—or 
wire us today and we will give you his name. 


SILVER - MARSHALL, INC., 6441 West 65th Street, Chicago, U. S. A. 
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SPEED Ff 
RADIO TUBES 


RCA LICENSED 























The most perfect detector made — 
that’s why SPEED 227’s cost more Zi 


for us to make, but not for you to buy. 








Burn - out proof! Fast heating — 5 


seconds flat (not by words—by test! 
id J New? Not to us. In production in 


1928 when demand was only ex- 


re oe ercneeenmnme saeieiateaiiammenet 
S| perimental. While others have been 
announcing, we have been improv- 
ing. That's what foresight and tube- 
/ 











making experience were able to do. |Perfected and jin production weeks 
ahead of others. Very rigidly con- 








structed — extra bracing of the 






‘elements and: special anchoring of 
_ SPEED Tube line is, of course, complete”. filament in the SPEED 245 give 
But these are the “ Big Three" now—the ones added volume and finer tone quality. 
you're interested in particularly, because they're ) 
the ones your customers want. Carry the quality 
227's, 224's, 245's—SPEED—and your tube * The SPEED line also includes the 201A, 
business is assured. 199, X140, WD11,WD12, 200AA, 112A, 
Representatives in 30 cities—warehouse stocks 171A, 171AC, 210A, 250, 226, 280, 281, 
less than 24 hours away—you get service with 230, 231, 232, 222, S-84, S-828. 
SPEED e Write for the complete SPEED 


program now. 
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CABLE RADIO TUBE CORPORATION 


© 84-90 No. Ninth St., Brooklyn, N. Y. 


MAKERS OF RADIO TUBES SINCE 1924] | 
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A Suggestion to the Reader: 


After reading this September number of Rapio give it to some one else in the trade 
who might be interested in it. Even if he is your competitor, remember that the 
safest competitor is an educated one. Rapio is teaching better sales and service 
methods. But if you want to keep this number yourself, send the name of the man 
whom you think it would help and the publishers will send him a free sample copy. 








PROFITABLE 
ADVERSITY 


HERE is more truth than 

fiction in Shakespeare’s 
“Sweet are the uses of ad- 
versity.” While he could not 
have had the adverse condi- 
tions of the radio industry in 
mind, he expressed the 
thought which is implied in 
the axiom, “The greater the 
difficulty, the greater the in- 
centive to overcome it.” 
Proper use of the present 
time of trial can make it 
more profitable than the for- 
mer period of “profitless 
prosperity.” 

Most of last year’s efforts 
seemed to be directed toward 
increasing the volume of ra- 
dio sales, regardless of the 
cost of so doing. Men were 
insufficiently trained, credit 
was unwisely extended, and 
trade-ins were foolishly ac- 
cepted. Profits were sought, 
not so much from hard work 
in one’s own business as in 
gambling on the prospects of 
the other fellow’s business. 

This year the radio dealer 
can afford to employ only the 
best-trained service and sales 
people. He has learned to be 
careful in extending credit 
and taking trade-ins. He has 
no funds for stock specula- 
tion and he has seriously 
gone to work to make the 
most of his own business. 

One important factor in 
this attempt to profit during 
adversity is the training of 
the sales and service organi- 
zation. The manager should 
become a teacher. In _ this 
teaching the best textbooks 
that he can employ are the 
radio trade magazines. Their 
columns are filled with in- 
formation that is designed to 
guide the radio dealer to- 
ward the goal of profits in 
business. During these days 
of less hectic selling there is 
opportunity for study of 
methods which will bring 
profits when the business 
cycle again turns upward, as 
it is bound to do. 

These are some of the uses 
of adversity that will sweeten 
the future years. And in the 
meantime net profits on 
smaller volume can be made 
as great or greater than in 
the days of big sales volume. 



































In your store 


Grebe stages a drama : 
with a profit climax 








Going on NOW 
PAS) VEE EN 


‘ASK FOR A CHECK i 


ae 











LIST AND A PRIVATE 
oe HEARING 


in 











NOTHER original Grebe idea: the *7-check test. 
Here is store merchandising that stages demon- 
strations for you—drama with profit at the climax. 
Instead of attempting to lure the consumer with glib 
phrases, this plan sells him Grebe radio on actual 
performance. The large window display pulls him 
in—the counter display holds him—the test card 
shows him how to select his set with a definite reali- 
zation of the kind of an enjoyment it will bring into 
his home. 





By means of a simple scoring method, the 7-check 
test shows at a glance how the new Grebe compares 
with any other set for (1) Tone, (2) Control, (3) 
Selectivity, (4) Sensitivity, (5) Decorative quality, 

- (6) Construction and (7) Value. How to judge 
these qualities and appraise every radio accurately 
is clearly told in non-technical language. 


With the moderate-priced AH1 presented as a com- 
panion line to the refined and improved SK4, Grebe 
dealers and jobbers face confidently the issue 
brought before the public in the 7-check test. 





A. H. GREBE & COMPANY, Inc., Richmond Hill, New York 


Western Branch, 443 So. San Pedro Street, Los Angeles, California 
* Copyrighted 
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and now - 


30 


Complete 
with 
Matched Certified 
Clarion Tubes 


Here are a few reasons why 
Clarion jr. will roll up 
additional profits for 
Clarion dealers: 




























Pee tet 





Triple 
Screen-grid 
o 
Screen-grid 
Power Detector 
- 
Completely 
Shielded 
e 
Push-pull 245’s 
+ 
Tone Control 
@e 
Local-distance 
Switch 
= 
Full 
Electro-dynamic 
Speaker 
a 
illuminated Dial 
a 


Phonograph Jack 





Battleship construction 
throughout. Ample sensitivity to 
bring in distant stations. Selectivity 
rivaling the most expensive radios. 
Beautiful walnut cabinet with decora- 
tive burl overlov. 


THE MIGHTIEST MIDGET ON THE MARKET. 








Tell them you saw it in RADIO 














Clarion Distributors 


BIHL BROTHERS, Buffalo, N. Y. 

BOETTICHER & KELLOGG 
Evansville, Ind. 

BLACKMAN DISTRIBUTING CO. 
New York City, N. Y, 

CAROLINA LUGGAGE CO. 
Greensboro, N. C. 

DAKOTA ELECTRIC SUPPLY CO. 
Fargo, N. D. 


J. E. DILWORTH COMPANY 
Memphis, Tenn. 


DUDA-MYERS CO., Hast'nes, Nebr. 


ELECTRIC LAMP & SUPPLY CO. 
St. Louis, Mo. 


R. F. & W. R. FITCH, Oskaloosa, Ia. 


FORT SMITH RADIO CO. 
Fort Smith, Ark. 
tRONT COMPANY, Wheeling, W. Va. 
WILLIAMS HDWE. CO. 
Minneapolis, Minn. 
GREENVILLE TEXTILE SUPPLY 
Greenville, S. C. 


HERBERT HORN, Inc., Los Angeles, Calif. 


W. E. & W. H. JACKSON 
San Francisco, Calif. 
KELVINATOR-SYRACUSE, Inc. 
Syracuse, N. Y. 
M. & M. CO., Cleveland, Ohio 
McINTYRE & BURRALL COMPANY 
Green Bay, Wisconsin 
McLENDON HDWE. CO., Waco, Texas 
HARRY MOLL, Inc., Denver, Colo. 


NATIONAL ACCESSORIES, Inc. 
Omaha, Nebr. 

PATTERSON PARTS CO. 
Cincinnati, Ohio 

RAY & WALKER HDWE., CO. 
Chattanooga, Tenn. 

REPASS AUTO & RADIO SUPPLY 


Waterloo, Iowa 
E. M. WILSON & SON, Newark, N. J. 


ROBERTS AUTO & RADIO SUPPLY 
Philadelphia, Pa. 

ROCKEFELLER ACCESSORY HOUSE 
Sunbury, Pa. 

H. C. SCHULTZ, Inc., Detroit, Mich. 


SHARAR-HOHMAN, Inc., Rochester, N.Y. 


STANDARD SUPPLY CO. 
Portsmouth, Ohio 

STAUFFER, ESHLEMAN & CO. 
New Orleans, La 

STERN & COMPANY, Hartforil, Conn. 

TOWNLEY METAL & HDWE. CO. 
Kansas City, Mo. 


UNION TIRE & SUPPLY CO. 
Burlington, Iowa 


U.S. RADIO CO. OF PA., Pittsburgh, Pa. 
WAKEM & WHIPPLE, Inc., Chicago, Il. 
ISAAC WALKER HDWE. CO., Peoria, Ill. 
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THE 
MIGHTIEST MIDGET 
ON THE MARKET 


YOU HAVE BEEN EXPECTING IT—and here it is—the greatest 
“little” radio on the American market—a small edition of “The 
Greatest Radio Value at any Price” —Clarion. 

Clarion Jr. is a husky young radio—truly a “chip off the old 
block.” Engineered first to be a good radio, and second to fit 
the midget size cabinet, we offer Clarion Dealers a typical 
TCA Product, outstanding in price and performance. 

Clarion Jr. will “speak for itself” alongside of any so-called 
“Midget” set (and many of the big radios) —and the answer 
will be obvious — Clarion Jr. leads the small radio field by a big 
margin—just as Clarion Radio leads among the console models. 

No need to tell live wire radio dealers of the sales possibilities 
offered by Clarion Jr., which opens a new field of buyers who 
are buying NOW! 

Why just “pull through” the season when you can get Clarion 
Jr. from your Clarion distributor at regular discounts and on 
regular terms and make some money—NOW. Write, wire 01 
phone—but do something! 


TRANSFORMER CORPORATION OF AMERICA 
Keeler and Ogden Avenues, Chicago 
Licensed under R. C. A. and Associated Company Patents; Member R. M.A 
Cable Address “CLARION, CHICAGO” All Codes Used 


RADIO VALt@e AY ANY FRE e 
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OURTEEN: (14) 


FEATURES INCLUDING THE 


FAMOUS FADA TONE 








The New Fada 44 — Sliding Door . The New Fede 46—Highboy, 
* Lewboy, $188 without tubes $228 without tubes 


ONLY THE NEW FADAS HAVE 
ALL THESE 14 FEATURES 


* Noise Fitter * Humiless Operation 

* Automatic Volume Control * Phonograph Connection 
* Fimer Tene * Loeal Distance Switch 

* Flashograph * Pre-selector Tuning 


* Complete Shielding 


* Beautiful Cabinets 
" ~ * Two-element Detector 
* Fada Dynamic Speaker * Nine Tubes — including three 


* One Dial...0ne-Knob Tuning ecreen grid. 


SINCE 


BROADCASTING 
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...clear the way to 
easier radio sales 


= where you will, Mr. Dealer, no radio has so 
many good reasons for being bought as the New Fada. 

While a staggering distance has been opened 
between Fada quality and its competition, the 
price gap has been practically closed. Never before 
has Fada offered so much radio value per dollar 
of investment; so much more than any other radio. 

14 Features including the famous Fada tone, 
clear the way to easier sales. This tone is now 
hedged about by ingenious circuits that deliver it to 
the listener’s ear with less effort on his part, with less 
damage by static, and with none by interference 
or unskilful operation. The multi-featured Fada 
is the most advanced radio of the year, bar none. 

Fada is the radio of the beautiful demonstration. 
Prospects who watch it, want it. If competition has 
bothered you, get rid of the worst of it by taking on 
the Fada. Wire or write today for complete details. 


* 


OTHER NEW FADA MODELS 


W% The New Fade 41—Highboy, $218 without tnbes 
fe The New Fads 47 — Radio- Phonograph Combination, $328 without tubes 


* 


Fada Models 42, 44, 41 and 46 are also available for 
operation on 25 cycle or direct current (DC) at slight 
increase in price. 


Radio. 









Same Prices West of the Rockies, Slightly Higher in 
Canada and for Export 


F. A.D. ANDREA, INC., LONG ISLAND CITY, N. Y. 


BEGAN 
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THE WORD IS GOING ROUND” THE TRADE: ~~. 


EVEREADY RAYTHEONS *~ 
ARE HERE AND . . . 7 re 





\ 







Eveready Raytheon 
4-Pillar Tubes cost no 
more than other estab- 


lished makes. 








4 
% 


4 \ 
/>WITHIN the past few weeks, 


hundreds of new dfalers in 





Boston, Detroit, Kansas City, 
San Francisco, and elsewhere, 
have stocked fufl lines of 


mEveready RaytHeons. Their 





service-men are enthusiastically engaged in a nation- -wide ouse- to-house 


canvass of prospective Yube customers. ah 


Most important of all, a Yrest_ of set-owners are askfng dealers to demon- 
strate the superiority of again RaytheenmPuteés it in their own radios, at home! 


This means but one thing —a realization that quality reception requires 
quality tubes — and that the patented 4-Pillar construction of Eveready 
Raytheons puts them head and shoulders above the common run! 


Eveready Raytheons come in all types, and fit the sockets of every standard 
A.C. and battery-operated radio in present use. Ask your jobber, or write us now 
for the names of jobbers near you. 


Service-men! Information and sales helps, designed for your use, will gladly 
be sent to you free. Among them is a blue-print, giving engineering data on 
Eveready Raytheon 4-Pillar Tubes. Write our nearest branch. 


* * * 


The Eveready Hour, radio’s oldest commercial feature, is broadcast every Tuesday evening at nine (Eastern daylight 
saving time) from WEAF over a nation-wide N. B. C. network of 31 stations. 


NATIONAL CARBON COMPANY, INC. General Offices: New York, N. Y. 
Branches: Chicago Kansas City New York San Francisco 
Unit of Union Carbide JL. . and Carbon Corporation 





Eveready | Raytheon | 4-Pillar Tubes 
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THE NEW STUDIO 
LOWBOY 
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E hundreds of people in 

i your community who are in 
the market for a small low-priced 
set want the G-E monogram on their 
radio just as much as those who are 


interested in the higher priced 
models. 


To open this tremendous market 
to the G-E Radio Dealer, General 
Electric has produced this new 
Studio Lowboy. 


In its own price class, it has no 
superiors— it is an outstanding 
radio value of the season. 






























OMPACT in size 

34%” x 20%”x 12%” 
and unusually attractive 
in appearance, it not only 
represents a marvelous 
price attraction to the 
dealer’s store but it caters 
to a triple market—the 
low price market—and 


also as a second set. 


GENERAL@ ELECTRIC 


BRIEF SPECIFICATIONS 


7-tube A.C. operated 
Screen-Grid receiver 

Four tuned circuits 

Power Screen-Grid detector 
Push-pull audio 

New type dynamic reproducer 


Compound type volume 
control 


Horizontal drum station 
selector 


Get in touch with your G-E Radio 
Distributor today or write Section 
XXX, Merchandise Dept., General 
Electric Co., Bridgeport, Conn., 
to obtain full details of this won- 
derful addition to the General 
Electric Line, 


FRADIOD 
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Illustrated 


THE 
PA-250 
Super Power 
8-Tube 
Amplifier .. . 
Suitable for 
ANY use... 
Supplies its own 
Microphone 
Current 
15 WATTS 
OUTPUT 
































NEW IMPROVEMENTS NOW MAKE THE BARRETT 
AMPLIFIER THE UNDISPUTED LEADER IN THE FIELD 


HEY told us that the BARRETT AMPLI- STANDARD input transformer, sepa- 
FIER was the BEST of all. They listened rately, is supplied with each amplifier. 
. they bought! But our engineers set about Special input transformers supplied for other 


than standard use. New BARRETT AMPLI- 
FIERS also have a pilot light to indicate whether 
current is on or off. An extra convenience outlet 
for phonograph motors and associated equip- 
ment, operating both amplifier and motor from 
one control, is also found on the new models. 
Finally, the new amplifier is of most rigid con- 
This results in elimination of hum due to in- struction, built to withstand the most severe 


ductive pick-up. service .. . ANYWHERE. 
and the BARRETT amplifier ALONE has these important features 


It matches its output to any speaker or group of speakers. It has eight tubes, three stages push-pull . . . with built-in 
noiseless volume control and still another control for the supply of microphone current, doing away with the 
necessity for batteries or a separate microphone amplifier. Just hook on your “mike” and talk. Push-pull eliminates 
all hum. Eight tubes supply tremendous power and the impedance output control assures you that the speaker and 
amplifier are matched for tone, with a straight line frequency response range of from 40 to 8,000 cycles. 


BUY THE BEST » « IT COSTS NO MORE 


i ian Model PA-866. 30 Watts output. Four °50 tubes in push-pull. 10 
10 Tube G t tubes in all. Same exclusive features as Model PA-250 


Amplifier! List Price | weenie 
THE BARRETT MANUFACTURING CO. 


3714 SAN PABLO AVENUE ° ° EMERYVILLE, CALIFORNIA 
Let Us Quote Prices on Hotel, A partment House and Theater Installations 


to still further improve this sensational amplifier. 


Larger transformers now appear in the new 


models. Larger Cores. Better reproduction of 





the low notes. Input transformer now mounted 
separately and away from the amplifier proper. 














«AMPLIFIERS THAT AMPLIFY YOUR PROFITS » 


12 Tell them you saw it in RADIO 



































MODEL 217 JR. CHASSIS 





FRONT VIEW 
The Speaker of the Year 




















MODEL 217 G 





MODEL 217 JR. CHASSIS 





BACK VIEW 
The Speaker of the Year 























Any Radio can be Only as Good 
as its Speaker 


The utmost in clearness, beauty of tone and truthful reproduction with exactly the desired 
volume may be always had with Wright-DeCoster reproducers. Those made for home use 
have all the ultra fine qualities of Wright-DeCoster Theatre Models which are in successful 


use in movie palaces from coast to coast. 


Wright-DeCoster Reproducers 


Many larger homes have the beautiful 217 G cabinets in several rooms for 
reproducing simultaneously from a central receiving set or phonograph. 


The New Wright-DeCoster Reproducers 
Are Being Used by Manufacturers of 
Better Radios and Phonographs 
Owners of practically any kind of receiving set may receive 
more volume on distant stations and more brilliant, truthful 

= reproduction on the locals by re- 


placing their present reproducer with 
a Wright-DeCoster. 


Write for Full Information and Address 
of Nearest Sales Office 


Wright -DeCoster, Inc. 


2217 University Ave., St. Paul, Minn. 


Export Dept: M. SIMONS & SON CO., 25 Warren St., New York City 
Cable Address: “SIMONTRICE,” NEW YORK 











MODEL 217 JR. CHASSIS 


Model 217 Jr. is for AC operation. The output 
transformer is of the correct impedance to match 
the 171-245 or 250 tubes. Either single or in push 
pull. It will also match the single 112 or 210 tubes. 


Model 215 Jr. is for DC operation from the field 
supply which is standard with most AC Radio Sets. 
It can also be operated successfully from the 110 
volt DC line. ‘ihe output transformer is the same 


as that used on the Model 217 Jr. 





—= 


A Circuit diagram accompanies each speaker 
showing complete connections for use with any 
type of output power tube. 
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atch Perryman go ahead 


this year. The full page news- 


paper advertisement shown 


opposite is the first in a na- 


tional newspaper campaign to 


support radio dealers in a drive 


for new, profitable business. 


Watch Perryman this year. But 
don't be content to watch from the 
side lines. Get into the thick of the 
push to put radio tube business 
on a sound, paying basis. Join the 
Perryman distributor-dealer or- 
ganization. Get acquainted with 
the liberal Perryman policies that 
have bound together an energetic 
army of jobbers and dealers and 


kept them loyal to Perryman year 
after year. Get acquainted with 
the Perryman tube, a product of 
extraordinary merit, built in a 
model, modern factory, protected 
by rigid inspection and delivered 
with a liberal guarantee to back 
up every sale and satisfy every 
customer. 

For full information about 


Raoio Tusees 


y it in RADIO 
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Perryman tubes, prices, discounts 
and sales helps, write today. Use 
the coupon. 

Perryman Electric Co.,Inc., Hudson 
Boulevard, North Bergen, N. J. 
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“SUPREME” 
FEATURES 


The SUPREME oscillation test gives the only, 
easily made, dependable test on tubes; tubes 
tested under radie frequency dynamic operating 
conditions. 

Tests all types of tubes, including screen- 
grid, pentode, overhead heater types. 

Affords a mutual conductance test of tubes. 

Tests both plates of "SO type full-wave 
rectifier tubes. 

All tubes tested independent of radio. 

Locates unbalanced transformer secondaries. 

Reads either positive or negative cathode bias. 

Furnishes modulated signal for testing, syn- 
chronizing, neutralizing, ete. 

Provides means for aligning of condensers 
by Thermocouple meter or A-C meter. 

Neutralizing with tubes used in the set; 
only accurate method. 

Tests gain of audio amplifiers. 

Provides D-C continuity tests without batteries. 

indicate resistances, without the use of 
batteries, in four ranges. .1 te 25 ohms, 10 
te 200 ohms, 150 to 30,000 ohms (calibra- 
tion curve furnished), 5000 ohms to 5 megohms. 

High resistance continuity for checking voit- 
age dividers, insulation leakages, by-pass and 
filter condenser leakages, bias resistors, grid 
leaks, ete. 

Low resistance continuity for checking rosin 
Joints, shorted variable condensers (without 
disconnecting R-F coils), center tapped fila- 
ment resistors, etc. 

Three precision meters; one four-seale D-C 
voltmeter, 0/750/250/100/10 volts, resist- 
ance 1000 ohms per volt. One four-seale A-C 
voltmeter 0/750/150/16/4 volts. One three- 
seale mil-ammeter 0/125/25 mils. 0/2'/2 amps. 

External connections te all apparatus. 

Universal analyzer plug. 

Sereen-grid and pentode socket analysis. 

Makes all analysis readings. Provides simul- 
taneous plate current and plate voltage read- 
ings and the customary readings of A-C and 
D-C filament voltage, grid voltage, cathode bias, 
sereen-grid voltage, pentode voltage, line volt- 
age, etc. 

Measures capacity of condensers from .1 mfd. 
te 9. mid. 

Tests trickle charger by meter. 

Bridges open stages of audio fer testing. 

Contains 500,000-ohm variable resistor, 
30-ohm rheostat and .001 mfd., .002 mfd. 
and 1 mfd. condensers for testing. 

The laboratory test panel is equipped with 
a variable condenser for controiling the fre- 
quency of the oscillator. 

Pentode Testing and Analysis. 

Servicing Auto Receivers. 

Provides many other tests, readings and 
fenctions. 


“Supreme by Comparison” 


SUPREME 


| Testing Instruments | 


"SUPREME BY COMPARISON’ 














N RADIO SERVICE the age-old law of 

life, “the survival of the fittest,” rules 
with a mailed fist. More so, when com- 
petition is intense and there is less business 
to go around. It is then that the real 
endurance test begins... half-way methods 
take a tail spin... business goes where 
100% dependability can be expected. 


Like the SIAMESE TWINS, SERVICE 
AND SALES in Radio are bound together 
—one can’t live without the other. That’s 
why as never before the merchant, as well 
as the radiotrician, needs the convincing 
accuracy, the speed, enduring leadership 
of SUPREME TESTING INSTRU- 
MENTS. 


SUPREME 














Radio Diagnometer 








Its going on 


“the” survival 







SUPREME 


[ Kasdio Diagquometer 


Size? V2x12 3/16x18 7/16 $139.50 


ealers’ net price, f. o. b. 


Greenwood, Miss. 


An even smaller case, compartments for tools, 
etc., eliminated. 


comceswabbe 
Makes everyNest on any Radio Set- 


Start your season in the confidence that you are equipped 
to do the most complete and thorough job of testing and servicing radio sets 
that it is possible for human ingenuity to assure. Equip your service corps 
with the Supreme Diagnometer. Make it an integral part of the Sales 
Department, insuring a closed sale when the set is loaded on your truck. 
Supplementing its countless circuit combinations with ANALYSES OF 
PENTODE, SCREEN GRID TUBES AND CIRCUITS, it is recognized 


by manufacturers, technicians and service men as the wisest and most 


economical profit-producer because: 


l. It is built for lasting service—designed against obsolescence. 


expert. 


extra profits. 


The only portable instrument that gives all the perfect results of a 
complete radio laboratory. 


Operation so simple that every radio man quickly qualifies as an 


Pays for itself within a few months in faster work, more work, and 


- Ideally constructed for work on auto receivers. 


3 
4 
5. As easily handled in the shop as on calls. 
6 
7 


Gives the maximum testing equipment in minimum space at least 


cost—service units in Supreme Diagnometer if purchased separately 
would cost many times its moderate price. 
Make up your mind now to insure your success in the new season with 
methods that are admittedly “Supreme by Comparison”—place your order 


for the Supreme Diagnometer today. 
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SUPREME 


Set Analyzer 











MODEL 90 





ALL READINGS 





Size 4% x 91% x 11%. Weight 6 Ibs. 


ON ONE METER Dealers’ net price, f.o.b. 





Greenwood, List Price, Q7R SC) 
$112.15. D 15.50 


Turoucu the selection of a single meter, used only in the 
most costly laboratory equipment heretofore, the Supreme Set Analyzer offers 
a SMALLER, HANDIER, one meter analyzer that gives a vastly greater number 
of tests and functions than any other set tester employed! Its superior features 
partially enumerated below, its greater readings and ranges, are obtained with 
a smaller number of switches and with much greater ease and speed. In only 
one way can the Supreme Set Analyzer be compared with other analyzers or 
set testers, the price $78.50. Ask your jobber to show you this pace-maker in 
set analyzing, this super value in testing equipment—“Supreme by Comparison.” 


79 distinct readings and ranges available—as compared with a maximum of 20 
in nearest approaching competitive instruments. 
22 distinct ranges for external use—against a maximum of 13 in other instru- 


ments—and obtained with only three connections, compared with 7 to 16 connec- 
tions required in other set analyzers. 


All Pentode, Screen Grid and Overhead Heater Type Analyses and tests made 
WITHOUT ADAPTERS. 


Measures screen grid current and Pentode Current. 
Tests helium non-filament rectifier tubes. 
Measures resistances and capacities. 
Measures reactance of choke coils from 2 to 100 henrys. 
May be used as output meter on any type of radio, meter adaptable for output 
impedances ranging from 1,000 to 35,000 ohms. 
Provides high and low resistance continuity tests. 
READS GRID TO PLATE VOLTAGES. 
Meter measures alternating voltages at 1000 ohms per volt. 
ONLY SET TESTER OR ANALYZER PROVIDING READINGS OF 
ALTERNATING CURRENT IN MILLIAMPERES. 
Supreme Analyzer plug eliminates the need for adapters. 
Battery for continuity testing enclosed and protected, preventing accidental shorts 


and loose connections. Ordinary flash light cells, readily obtainable everywhere, 
employed. 


PARTICULARLY ADAPTED FOR TESTING AUTO RECEIVERS 

ALLLEADING JOBBERS HAVE COMPLETE INFORMATION AND STOCKS 

OF SUPREME TESTING INSTRUMENTS, INCLUDING SUPREME OHM. 

METER, SUPREME TUBE TESTERS, MODEL 50. IF YOURS CANNOT 
SERVE YOU, USE ORDER BLANK ATTACHED 


SUPREME INSTRUMENTS CORP. 


GREENWOOD, MISS. 


Distributors in all principal cities 
Service Depots in New York, Philadelphia, Pittsburgh, 
Chicago, Kansas City, Seattle, Toronto, San Francisco 
Export Division: 130 West Forty-Second Street, New York City 
Cable Address: LOPREH, New York 
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MOST MODERN 


TUBE CHECKER 
SUPREME 


| TUBE CHECKER | 
MODEL 19 

















Size 3% x 9% x 61/16. Weight 6 Ibs. 
Dealers’ net price, f.o.b. Greenwood, Miss. 


Counter Type § 26.95 
Portable Type $ 29.95 


Tests all tubes including PENTODE, SCREEN 
GRID AND THE NEW 2-VOLT TUBES. Ac- 
claimed by dealers as a master stroke in Counter 
Tube Checker design. So extremely simple that 
the layman readily, quickly, accurately checks all 
types of tubes. Yet an instrument that wins the 
admiration of the critical technician. Rivaled by 
no other tube checker selling below $40.00. 
Large 3'/.” D’Arsonval movement meter in bake- 
lite case, full size transformer; every type tube 
tested at correct filament voltage. A _ flexible 
model—the double purpose tube checker you 
have long wanted — readily interchangeable to 
Counter and Portable use, if complete Model 
costing $29.95 is ordered. 











SUPREME INSTRUMENTS CORP. 
379 Supreme Bldg., 
Greenwood, Miss. 


Please ship Supreme Testing Instrument as 
checked below. 


Model 400-B Diagnometer Net Cash 
$139.50. 


Model 90 Set Analyzer Net Cash only 
$78.50. 


Model 19 Tube Checker Net Cash only 
Counter Type $26.95 
Portable Type $29.95 


All prices f.o.b. Greenwood, Miss. 
o Dealers’ Discount. 
Date shipment desired 
Signed 
Firm Name 
Street Address 
Town State 
Please give three or more banks or trade 


references and names of distributors from 
whom most purchases are made. 
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“PROVE ¢0 my satisfaction that Brunswick 


can out-perform any set on the market in 
selectivity’, said a prominent upstate New York 
dealer, “and J’7// guarantee that Brunswick 
will out-sell any set in this market!” 


Located in a territory notorious for 
its difhcult receiving conditions, with 
one powerful station blanketing the 
ether, this dealer was naturally skep- 
tical. His sales depended absolutely 
upon his being able to supply his 
customers with a radio that would 
cut through the all-powerful local 
station and give them a choice of 
out-of-town programs. 


Brunswick engineers gladly met his 
challenge. They offered to make a 
wide open test under any conditions, 
against the most selective competing 
set he could name. 


He picked a model widely known 
for its selectivity — a brand that had 
& 
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led in sales in his district because of 
that very reason. 


The test was made in a room in a 
hotel located only a few blocks away 
from the broadcasting station. 


Point -for-point, this dealer checked 
the two instruments. Brunswick won 
—hands down—not only on selectivity, 
but also on distance, tone quality, 
and ability to shield out local inter- 
ference coming from the hotel 
elevators, and nearby power-stations. 


“All right,” said the dealer with a 
grin, “you can sign me up. This town 
is going Brunswick from now on!” 


BRUNSWICK RADIO CORPORATION — 
MANUFACTURERS OF RADIO, PANATROPE AND 
RECORDS — NEW YORK, CHICAGO, TORONTO — 
SUBSIDIARY OF WARNER BROS, PICTURES, INC. 


e 
FEATURE OF THE NEW BRUNSWICK 
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W much capital does a radio 

dealer need when starting in 

business? That is the all-im- 
portant question that too many have 
either ignored entirely or been over- 
optimistic in answering. Without a 
shadow of a doubt it is the under-capit- 
alization of dealer organizations that has 
been responsible to a major degree for 
the lack of stability that has marked the 
retail radio industry since its inception. 
This attitude has been fostered and cul- 
tivated for a long time by the manufac- 
turers and wholesalers in their mad 
scramble for more and more retail out- 
lets during the long-drawn-out radio 
boom period. 

Last year saw the end of this frantic 
race for bigger production schedules, 
record sales and high-pressure retailing. 
Those manufacturers who could not 
stand the pace went to the wall, drag- 
ging with them other manufacturers and 
many distributors who could not with- 
stand the sudden fierce competition of 
dumped stocks, an epidemic of price- 
cutting and a subsequent semi-collapsed 
market. This debacle marked a rever- 
sion of the complete merchandising 
scheme, for the trade was now face-to- 


Thousand-Dollar 





By 


HENRY L. WILLIAMS 


face with a buyer’s market. 
was no longer the simple job it once had 
been. It was no longer the dealer’s job 
to be a storekeeper—he had to be a sales- 
man, and a good one at that. In popu- 
lar parlance, he had to “get out and get 
the business.” 

To-day the smoke of battle has some- 
what cleared away—dumped stocks have 
been absorbed, but radio still needs to 
be sold. Even now some established 
main-street dealers find that the store 
sales rarely exceed fifteen or twenty per 
cent of their yearly total. The outside 
men get the most of the business. 

Conditions on the other hand are 
undoubtedly improving. Manufacturers 
—such of them as have weathered the 
storm—are carefully gauging their pro- 
ductions; jobbers are not overloaded, 
and dealers’ quotas bear some resem- 
blance to the absorptive capacities of 
their territories. But, there are still dis- 
tributors whose greed for business 
blinds their better judgment; there are 
still dealers who are ignorant of the 
simpler laws of economics, and it is 
these who are largely responsible for a 
new influx of small operators, deceived 
by the apparent absence of internecine 
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Retailing warfare, by the optimistic expressions of 


the leaders of the radio industry, and 
the oft-repeated fallacy that “‘it’s easy to 
break into the radio game.” 

Fortunately for the industry as a 
whole, the more conscientious manufac- 
turers and the more enlightened whole- 
salers who have been through the mill 
know and recognize that to succeed they, 
must strive to give the industry at least 
some semblance of stability. For that 
reason they are insisting on adequate 
capitalization for 
their dealers. No 
more shoestring- 
operators for 
them, and rightly 
so, for the indus- 
try can only be 
as successful as its 
dealers. 

In the early 
days, dealers were 
recruited from the 
ranks of setbuild- 
ers, impecunious 
electricians, and 
merchants who 
knew nothing of radio, but thought 
it. looked like something easy to. sell. 





19 














When business became tough, the mor- 
tality among these rose to as high as 
fifteen per cent per month. Only the 
sounder and more substantial remained 
at the end of 1929, with a leavening of 
new recruits of every class. These will 
continue to come, and go, as long as they 
are given the opportunity, and it is up 
to the manufacturers and distributors to 
see that from now on every radio mer- 
chant is at least in sound economic con- 
dition when he starts out. And this ap- 
plies not only to capital investment but 
to that less tangible asset of business 
ability. 

Some manufacturers to-day go even 
further than this and control every phase 
of the dealer business so that only the 
most simple-minded can fail to at least 
make a living. Most wholesalers too 
now recognize the necessity for adequate 
dealer financing, and refuse to franchise 
those who do not conform to the pre- 
scribed standards. The day of the shoe- 
string dealer is over. 

What then is adequate dealer capitali- 
zation? What assets should a man have 
before undertaking the retail selling of 
radio receivers? The minimum require- 
ments are, fortunately, very easily dem- 
onstrated. Time and again, would-be 
dealers approach radio jobbers for fran- 
chises, when all the capital they can lay 
their hands on is $1000 to $1500. To 
accept a franchise under such conditions 
is economic suicide. 

The first thing to be realized is that 
about eighty per cent of all radio busi- 
ness to-day involves time-payments. This 
means that the dealer must be prepared 
to pay for the merchandise within ten 
to thirty days after receiving it and (a) 
wait for ten to twelve months for 
eighty per cent of his money or (b) find 
a cash reserve of $1000 to $2000 for a 
finance company to handle his paper, or 
show them $5000 quick cash assets. In 
the latter case he will have to wait ten 
to twelve months for the final ten or 
twenty per cent of the loan (depending 
on the company and whether he does his 
own collecting or not)—on which he 
gets no interest, and which will prob- 
ably represent the major portion of his 
profit on the sale. 


Furthermore, few finance companies 
will willingly handle the whole of his 
business, and he probably will be ex- 
pected to carry some of the contracts 
himself. Finally, should any purchaser 
default during the ten or twelve months 
payment period the dealer will have to 
buy back that contract and handle it 
himself. Because of these reversions, it 
is a practical necessity for the dealer to 
handle some of his own paper. Finance 
companies suggest one-third. Then the 
dealer has collateral enough to cover any 
defaulted contracts. 

This problem of financing alone 
should be sufficient to indicate the ab- 
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surdity of any dealer trying to start in 
the radio business with a penny less than 
five thousand dollars, no matter how 
small his aspirations may be. Let us take 
for example a full-time exclusive dealer 
who expects to sell 300 sets a year and 





Capital Requirements for Sale of 
300 Sets per Year 


Per set 
Cash _ nctiniantinnn ee 6 BSS 
Accounts receivable 5 800 2.66 
Notes receivable _ 2,000 6.66 
Inventories: 
New radios __ _ 2,000 6.66 
Used radios 600 2.00 
Radio parts, accessories and 
tubes ___ ee ss 300 1.00 
Fixed assets: 
Building fixtures (signs, 
etc.) a ee 150 - 50 
Shop equipment ; 250 .83 
Service car : ‘ 600 2.00 
Furniture and fixtures. 400 1.33 





Total money used in the 
business __ $ 8,100 $27.00 
Of which operator ‘should 


own 60 per cent 4,860 16.20 





SELLING EXPENSE 


Salary—Owner - _..$ 2,400 $ 8.00 

Salary—Salesmen —______. 600 2.00 
Commissions, bonuses _.... 6,500 21.66 
Salaries, clerical - . 1,200 4.00 
Other salaries 120 .40 
Unsold labor (200 days of 

8 hours at 75c) 1,200 4.00 
Delivery expense 600 2.00 
Policy adjustments 1,500 5.00 
Heat, light, power 140 47 
Supplies . 60 .20 
Maintenance expense come 60 -20 
Advertising - 600 2.00 
Rent, $80 per month _ 960 3.20 
Depreciation, repairs, taxes, 

insurance, interest _ 310 1.03 
Freight and express 120 .40 
Memberships and dues 60 -20 
Company car expense 480 1.60 
Telephone and telegraph 60 .20 
Postages __ 60 .20 
Traveling and entertaining 120 -40 
Legal and auditing _._____. 100 et 
Miscellaneous expense 120 -40 





- 7,370 $59.20 


Total aqua 





SALES 
300 sets at $150__ $45,000 
50 per cent trading ‘ratio—150 used ra- 
dios to sell— 


100 used radios at $20 a _. 2,000 
50 used radios at $56 2,800 
300 sets of tubes at $27 sold with 
sets __ at . 8,100 
Parts and tubes sold for service and 
repairs at $5 per set... 1,500 
Accessories at $2 per set 600 
Labor— 


One man on payroll 300 days a 
year, one third of whose time is 
sold to customers at $1.50 per 
hour—800 hours at $1.50 per 








see where his money goes. A dealer of 
this class would probably be his own 
manager, on a moderate salary, and have 
five or six outside salesmen on a small 
salary and straight ten per cent com- 
mission on sales over and above $750 a 
month. His money would probably be 
distributed something like the accom- 
panying tables. 

This is a complete picture of an aver- 
age dealer business, and practically all 
the items involved would remain 
whether the business were smaller or 
larger. In the latter case there would 
of course be other expense due to an in- 
creased selling organization and the 
addition of salaried executives. The 
three-hundred unit dealer and upward 
form the most desirable exclusive organ- 
ization from the distributor’s stand- 
point. Below that limit there is a ten- 
dency for the dealer to take on some 
other lines of merchandise to bolster up 
his turnover and justify the retention of 
all the help and the facilities necessitated 
by the demands of a progressive radio 
retailers business. 

Down in the fifty-to-one hundred set 
class are the part-time dealers, so often 
found in music stores, general merchan- 
dise stores, electrical dealers, and radio 
set builders businesses. Except in the 
last-mentioned case it is not often that 
the owners’ aspirations exceed this fin- 
ancial capacity for they are usually sea- 
soned business men, albeit in a small 
way. It is the man with the limited cap- 
ital and little else that is the thorn in 
the side of the distributor. 

As the above figures show it is pos- 
sible, with a cash fund of $4860 to make 
use of credit facilities, with the help of 
the bankers, and so increase the avail- 
able operating capital to over eight thou- 
sand dollars. By so doing the operator 
is not cramped for ready cash and can 
add to his profit by discounting his bills. 
Careful management, and the exercise 
of a degree of business acumen will then 
enable him to show a net profit of at 
least twenty per cent, and often consider- 
ably more. 

The point to be observed however is 
that it takes money to make money, and 
as much of that money as possible should 
belong to the operator. This is particu- 
larly important in the radio business 
where such .a large proportion of sales 
involve installment buying. Financed 
sales mean considerably less profit for 
the dealer, because the borrowed money 








h “ : ; 
et) — + expensive and the balance withheld 
Total sales $61,200 by the finance company not only carries 
All tubes 
New Used and parts Acces- 
Radio Radio sold sories Labor Total 
Sales $45,000 $4,800 $9,600 $600 $1,200 $61,200 
Cost of goods sold _ 27,000 6,300 5,760 360 600 40,020 
Gross profit: - 18,0 000 |e 500 3,840 240 600 21,180 
Less total expenses _ 17,37 370 Net profit 3,600 
Total operating profit 3,810 Net profit per set 12 
Deductions or additions to income 210 
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no interest, but is not available for use 
in the business. 

Some few poorly-financed dealers have 
got by in the past, but that was before 
radio became the billion-dollar business 
that it is to-day. Now that big business 
has taken hold of it, the larger manu- 
facturers are dominating the national 
field and the force of their efforts is 
being felt in even the smallest commu- 
nities. Competition to-day theréfore is 
keener than it has ever been because in- 
tensive and intelligent merchandising 
methods are being used. 

As the bigger manufacturers are 
squeezing out the smaller ones, so are 
the well-organized, financially strong 
dealers making it difficult for the man 
operating on a shoestring to exist except 
for a brief time by unethical methods 
such as price-cutting. Much can be 
said in favor of the Big Five of radio, 
however. They are reducing radio 
merchandising to a science and building 
up their dealers to the benefit of both. 
They install definite tried sales plans 
and sell the method of doing business as 
well as the merchandise. At least one 
of them gives their dealers 100 per cent 
financing, with protection on trade-ins, 
while they are all generally raising the 
standard of retail selling to a point 
where the success of the individual 
dealer is practically assured and the fu- 
ture of the industry safeguarded from 
economic upheavals that would threaten 
its prosperity. 


HE foregoing recapitulation makes 
no specific provision for the dealer’s 
financing one-third of the installment 








sales himself. The $1000 in cash and 
the $2800 in accounts and notes receiv- 
able would be inadequate to cover the 
requirements of a business selling 300 
sets a year, as a brief analysis will show. 

Assume that a dealer finances 100 sets 
a year at an average price of $150 per 
set and that he receives a twenty per 
cent down payment which he uses to re- 
duce his capital requirements. The 
amount of capital required depends upon 
the number of monthly payments neces- 
sary to clean up the balance due, eight, 
ten, or twelve being customary in the 
radio business. 

For a_ twelve-payment plan, self- 
financed sales of $15,000 a year would 
require a total of $6500 in cash or 
credit. From the average sales of $1250 
per month, $250 would be secured from 
down payments, thus requiring $1000 
per month to be financed as follows: 


Capital Requirements for Deferred 
Payments of $1000 per Month, 
Payable in 12 Months 


Payments Capital Total 
Month Due Required Investment 
Ist $ $1000.00 $1000.00 
2nd 83.33 916.66 1916.66 
3rd 166.66 833.33 2750.00 
4th 250.00 750.00 3500.00 
5th 333.33 633.33 4166.66 
6th 416.66 583.33 4750.00 
7th 500.00 500.00 5250.00 
8th , 583.33 416.66 5666.66 
9th 666.66 333.33 6000.00 
10th 750.00 250.00 6250.00 
11th 833.33 166.66 6416.66 
12th 916.66 83.33 6500.00 
13th 1000.00 0 6500.00 


With a ten-payment plan the same 
amount of self-financing can be accom- 


plished with $5500, as shown in the fol- 


lowing table: 


Capital Requirements for Deferred 
Payments of $1000 per Month 
Payable in 10 Months 


Payments Capital Total 

Month Due Required Investment 
Ist a $1000 $1000 
2nd 100 900 1900 
3rd 200 800 2700 
4th 300 700 3400 
5th 400 600 4000 
6th . 500 500 4500 
7th 600 400 4900 
8th 700 300 5200 
9th . 800 200 5400 
10th 900 100 5500 
llth 1000 0 5500 


Likewise with an eight-payment plan 
a similar analysis will show that $4650 
capital is necessary to handle deferred 
payments of $1000 a month. 

These unit figures are also useful in 
showing the monthly and the total cash 
or credit reserve necessary to handle de- 
ferred payments of any amount. Thus 
deferred payments of $100 per month 
would require one-tenth the capital that 
is necessary for $1000 per month, $500 
per month would require five-tenths the 
capital, etc. 

Quick figuring will show that a dealer 
who plans on selling 300 sets a year 
should have at least $15,000 cash and 
credit in order to make a go of his busi- 
ness. Many dealers have been success- 
ful with far less initial capital, but in 
this new decade of radio selling real 
profits will come chiefly to the dealer 
who is adequately financed. Obviously 
a $1000 shoestring is inadequate. 


Simplified Bookkeeping System tor 
Radio Dealers 


N my work of calling on radio deal- 
ers I am impressed by the fact that 
seemingly no part of their businesses 
is so neglected as their records—book- 
keeping, in other words. I find many 
good merchandise displays; many excel- 
lent service departments, etc.; but usual- 
ly when it is desired to look up an in- 
voice or check a copy of a customer’s 
sales contract, there is a big hub-bub in 
the office and nothing can be found 
where it should be. Records of business 
transactions of all kinds are more often 
than not in an absolutely hopeless con- 
dition. 
With the hope of rectifying this con- 
dition, I am going to present in complete 


By G. S. CORPE 


detail a system of bookkeeping for radio 
dealers, covering everything “from soup 
to nuts,” and especially adapted to the 
radio business. This set of books has 
already been installed in a large number 
of dealers’ stores, and believe me, you 
couldn’t get them out of those places on 
a bet. After you, or any dealer or re- 
pairman once keep a set of real books for 
a few months you will wonder how in 
the world you ever got along without 
it. 

Every dealer is especially urged to 
give this system a try-out for two or 
three months—even if you now have 
what you consider good books, carry this 
one along in conjunction with the other 
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for a short time, so that you will fully 
realize how simple and complete this 
set is. And you will be ready by the first 
of the coming year to be using the sys- 
tem, have it running smoothly, and be 
set for real, satisfactory, complete rec- 
ords from then on. 

One especially satisfactory feature of 
this system is its great flexibility. It will 
function one hundred per cent efficiently 
in the biggest radio jobber’s business or 
it will fit perfectly into the picture for a 
little one-man, part time repair business; 
or anything in between. If your busi- 
ness is small, you or your wife can keep 
the books, thoroughly and completely in 
only a few minutes each day. If your 
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business is so large that you have two or 
three bookkeepers this system will give 
you faster and more complete results 
and lessen the cost of keeping records. 

Here are a few of the things you can 
ascertain, practically at a glance: cash 
balance in bank; amount you owe job- 
bers; amount due you from customers; 
amount customers have paid you on ac- 
count; amount of sales, separated into 
departments; expenses and purchases for 
the business as a whole as well as its in- 
dividual departments; turn-over data; 
etc., etc., etc. 


ITH this introduction and reason 

for both the writing of this ar- 
ticle and the studying and following of 
it by every dealer, let’s proceed. The 
first requirement is a book with several 
columns on each side of the sheet. It 
may be anything you desire to buy, from 
a paper-backed 15c book to a large loose- 
leaf proposition. An easy and economi- 
cal way to start is to buy loose-leafs, 








Left Side of Fig. 1 


only, and use them rather than any book. 


In the front of the book we are going 
to put our income record; about half 
way through the book we will start our 
expense record. 

It is necessary to “detour” for just a 
moment here. Every business needs 
some sort of cash register or something 
to serve for one. It’s O.K. if nothing 
more than a cigar-box and a piece of 
wire hung on the wall to take your sales 
tickets. These latter can be either just 
plain pieces of paper or regular printed 
sales tickets. Anyhow, for every cent 
taken in by the business, write the 
amount and what it is for on something 
and file it until ready to enter it in the 
books. Another thing at this point: Put 
every cent you take in in the bank; pay 
out every amount by check, and check 
only. Do not take cash out of your cash 
receipts in the cash box or cash register 
and pay bills or freight or anything else 
with it. That item will be taken care 
of farther on, so don’t get worried about 
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having to write a check for 19c to some 
poor expressman—he will get his money 
okeh just a little later, and without you 
bothering to write such a small check, 
either. 

Now, with the above points under- 
stood, we are ready to proceed with 
some actual bookkeeping. 

Head up your columns on the income 
(front) side of the book about like Fig. 
1. If there are some things listed in the 
right-hand side sheet that you don’t sell, 
leave them off. If you sell a considerable 
amount of something that makes you 
think it worthy of a “Department’”’ head 
up a column for it. The ones listed in 
Fig. 1 are pretty generally used in most 
ordinary radio stores and will fit possi- 
bly 95 per cent of all. Don’t blame us, 
though, if you sell sewing machines in 
your particular business and fail to find 
a column for them. 

Now turn to the middle of your book 
and head up the columns according to 
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Fig. 2. This you will see is the Expense 
and Paid Out Record, the first having 
been the Income and Received Record. 


We all this done, we are ready 
to start. First, take all your lit- 
tle sales slips of the day before and pick 
out those that represent cash sales. 
Write each amount on a piece of scratch 
paper and add them up. Suppose they 
total $38.80. As you are adding them, 
and working over them, separate them 
into different amounts, according to 
what the cash was taken in for. In 
this instance, let us suppose you sold 
$20 worth of tubes; Labor $8.80; and 
Parts or Accessories $10.00. At the 
extreme left side enter the date (6-1) 
then under the column headed “Name” 
write in “Cash Sales’; then under “All 
Cash Received” the total amount $38.80. 
At the right enter the respective amounts 
in each proper column. This completes 
our Cash Sales Entry. 








Right Side of Fig. 1 


Next, we find a ticket that states that 
J. P. Waldron paid $12.25 on account. 
On line 2 write the date; his name; 
under “All Cash Rec’d” $12.25; and 
over on the right page under “Paid On 
Account” put the amount $12.25. 

Next (to get a little more compli- 
cated entry) suppose J. G. Montgomery 
pays $5 on account and also buys $5 
worth of tubes, paying cash for them. 
Possibly you have already extracted the 
latter $5 and worked it into the other 
cash sales; if so, okeh; if not, run it 
through as per line No. 3. 

Refer now to line 4. It will simplify 
matters if you will put an order number 
on each repair order and on each invoice 
sent your customers; and enter that 
number along with his name and ex- 
planation. You will notice this is done 
on line 4—Order No. 171. Using a 
piece of scratch paper, itemize the 
amounts out of each repair ticket just 
as you did with the cash sales. After 
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this is done and the totals made to bal- 
ance with the total amount of the ticket, 
write on the ticket (anywhere where 
there is room) the list of things fur- 
nished and the amount. Then transfer 
this to line 4; Mr. Cooney’s invoice, or 
Order No. 171 totals $11.50, and was 
for: Tubes $3; Labor $5; Parts and 
Accessories $3.50. 

Before going farther and getting into 
more complicated entries, we better stop 
and catch our breath and look things 
over. Let’s presume that these entries 
constitute a day’s business. After leaving 
a blank line (line 5) total up each col- 
umn, as is done on line 6. Look who’s 
here! We see at a glance that we have 
charged up $11.50; taken in cash 
$61.05; collected $17.25 on account; 
and sold $28 worth of tubes, $13.80 
labor, and $13.50 parts. Not a bad day’s 
business. In fact, probably better than 
many actual days, but I hope you have 
many even better than this example. 
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The totals on line 6 better be put in 
your books with a different colored ink; 
use red or any other color you wish. 
This makes the totals stand out and 
easier to read. 

I want to invite your attention now 
to the fact that the total of the totals 
(line 6) on each side should balance. 
That is, $11.50 plus $61.05 is $72.55. 
Likewise, $28 plus $13.80 plus $13.50 
plus $17.25 is $72.55. This proves that 
your entries are correct. A system per- 
mitting each side to balance in this way 
is called DOUBLE ENTRY BOOK- 
KEEPING, and that is what this sys- 
tem is—both on the INCOME and 
EXPENSE sides. 


ow another word of explanation. 

At the top of the left sheets you 
see the word “DEBIT,” and on the 
right sheets the word “CREDIT.” 
Let’s get these seemingly technical terms 
reduced to common English. Without 
getting worried about the actual dic- 
tionary definitions, may I say this: 
When cash was received by the business, 
what effect did that have on the busi- 
ness? Obviously, to receive cash the 
business had to put out either tubes, la- 
bor, or parts. So for our purpose let’s 
say this: We will debit whatever is re- 
ceived by the business; and we will 
credit whatever the business puts out. 
This will apply, as you will shortly 
understand, to both the income and ex- 
pense sides of the books. Anyhow, on 
both the income and expense sides of our 
books the DEBITS will be on the left 
page and the CREDITS on the right 
page. Let’s not forget that, as the whole 
secret of double entry bookkeeping de- 
pends upon proper entering of Debits 
and Credits. It has to, because it is 
based upon the self-evident fact that for 
everything received by the business equal 
value must be put out. That’s simple, 
isn’t it? For example, if the books show 
we take in $10 cash they must show 
what we put out for that $10. In that 
way the balance on each side is retained 
and correctness of our entries ascer- 
tained, as previously explained. 

As a last word on this apparently dry 
subject, may I tell you that almost every 
entry can be properly doped out and 
easily understood and properly made by 
asking yourself the question: “What 
does the business get in, and what does 
the business put out?” The correct entry 
lies in the answers to these questions. 
Debit the first answer and Credit the 
last anwser. That’s all there is to 


DEBIT and CREDIT. 


oy we get into any deeper “‘poli- 
tics’ on the income side, let’s take 
a shot at the expense side (see Fig. 2.) 
It is just the same as the income side, 
except that the columns are so headed as 
to take care of money paid out and 
goods purchased, rather than taking care 
of money received and goods sold as the 
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income side is. The DEBITS are still 
to the left and the CREDITS to the 
right. 

Since it is the first of the month, prob- 
ably the first thing we will have to do 
is to pay the rent. Let’s presume that, 
in fact, several checks have been written, 
and we are going to enter them into our 
expense side. 

On the first line (Fig. 2) we will 
enter the rent check. Our store isn’t a 
very big one and the rent is only $75.00. 
Enter that amount under “All Cash 
Paid” at the right side of the book; just 
to the left of that enter the check num- 
ber. What did we pay that $75 for? 
Rent. What Department is rent, any- 
how? Answer: No Department. Rent 
is General Expense. All right, enter the 
$75 on the left side under General Ex- 
pense. In the column headed “To 
whom Paid or Name of Acct. and Ex- 
planation” enter: Landlord—Rent for 
Month. 

Let’s divert again just a moment. 
General Expense will cover any item 
that cannot accurately or fairly be as- 
signed to any one certain department. 
For example, Rent is here put into Gen- 
eral Expense; but if you rented a room 
somewhere for repairing sets only, I 
think the rental of that room should be 
properly charged to Repairs or Labor. 
In this instance, however, we not only 
use the store room for repairing, but also 
to sell sets and tubes and parts out of; 
so the rent is legitimately General Ex- 
pense. Your common sense will tell you 
what is and what is not General Ex- 
pense. 


Now for line 2. F. H. Houser Com- 
pany has sent us a shipment of parts and 
tubes. The shipment has been received 
in good shape and the invoice checks 
with the shipment. The thing to do 
next is enter the invoice, after itemizing 
(exactly like we did on the Sales Slips 
on the Income Side) what we bought. 
Let’s say that the whole bill is $70, and 
that $40 of it is for tubes and $30 for 
parts. If you want the experience, ask 
yourself the question about Debit and 
Credit. What did the business receive? 
Tubes and parts. What did the busi- 
ness put out? Nothing, but we of course 
are under obligation to pay the bill some 
time; so we make the Credit entry 
under the column “Charge Amount.” 
This means that we owe that amount, 
and therefore what the business put out 
was an agreement or obligation to pay. 
If this is clearly understood, we will 
enter on line 2 in the “Charge Amount” 
column $70, and over on the left sheet 
enter $40 under tubes and $30 under 
parts. 


Line 3 carries a simple entry ; we have 
paid one of our repairmen who works 
for us $35, by check No. 102. We 
debit Labor, because when he does a re- 
pair job the amount thereof is credited 
to Labor on the income side; therefore 
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we pay him and charge his salary to 
Labor. 

Line 4 is a little different. This man 
receives the same pay-check, $35, but 
through the week we have kept track of 
his time and he put in $25 at regular 
labor for which we receive pay, but the 
other $10 of his time went into assem- 
bling and possibly servicing new sets; 
therefore $10 is debited to Complete 
Sets, and the other $25 debited to Labor. 

After entering a batch of checks and 
invoices, total up all columns and see 
that the debits and credits balance okeh. 
Put your totals in small figures, up close 
to the last line of entries, as shown on 
line No. 5 (also 9). We do not need a 
full line set of totals on the expense side 
because we do not run the expense side 
on a daily basis, as we do the income 
side. 

At this point let’s more or less sum- 
marize our conditions as shown by the 
books. We have paid out cash in the 
amount of $145.00. Our income side 
shows that we put in the bank $61.05. 
All right; add your balance the first of 
the month to the income of $61.05 and 
deduct the paid out sum of $145 and you 
have your bank balance in a moment. 

Other figures are, of course, likewise 
applicable, although at this point in 
keeping our books it is of hardly as much 
importance as realizing the simplicity of 
getting our bank balance in a hurry. I 
think it better that we pass up the other 
figures temporarily—you will use them 
for analysis and checking up at the end 
of each month more than any other time. 


o get back to our Income Side and 

get some slightly more complicated 
entries. For the next few paragraphs we 
will be talking about the Income Side 
beginning with line No. 8. This is an- 
other day, so we will first summarize 
our Cash Sales exactly as we did before. 
These entries are on line 8. 

On line 9 we take care of a Set Sale. 
Before starting to enter your set sales, 
itemize the figures on them and scribble 
them down somewhere on the sales slip, 
as we did on the cash sales, or the in- 
voice from Houser Co. (line 2, Expense 
Side). Let’s suppose the customer 
bought a Radiola 66, total price $150, 
of which $20 was for tubes and $130 
for the set. He pays down $30 in cash 
and turns in his old set for $20; that 
leaves him owing us $100. He is going 
to pay that out in ten months, and 
the carrying charge for that time is 
7 per cent; so that he owes us $100 
plus $7, or $107. I have always found 
it a good idea to figure a deal of this 
kind out in pencil first, getting things 
all into balance, and then type up a 
regular sales slip in duplicate, giving 
the customer a copy and filing the other 
copy for entering in the books. ‘This is 
shown in Fig. 3. Also, the method of 
scribbling down the accounting figures 
previous to making the book entry is 
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EXCHANGE RADIO COMPANY 
San Francisco, Cal., June 3, 1930. 
Mr. J. W. Bentley, 
48 Fourth Avenue, City. 














Radiola 66 and tubes, complete............ $150.00 
Encorest on: Contract..............0...sc0...c0..00 7.00 
Total .. $157.00 
Paid by: 
Cash: .... BS sla. $ 30.00 
Used set . bane . 20.00 
Contract ictovesteiasncs OT 
MI skeen ctieuss vevceeseeeee157.00 
(Contract payable at $10.70 per month for 
10 months.) 

Dr. Cr. 
Ce .$ 30.00 Comp. sets....$130.00 
Ues8 ot... BOR ‘Tees ......... 20.00 
Notes Rec. .... 107.00 thin eee 
$157.00 $157.00 

Figure 3 








shown. After being sure the Debits 
and Credits are correct, it is of course 
easy to enter them on the books; this 
entry being taken care of on line No. 9. 

Next, we sell Mr. Bentley’s contract 
to the finance company. ‘They give us 
$80 in cash; their I. O. U. for $20, 
and discount the paper $7. The entries 
are shown on line No. 10, and are 
easily doped out by applying the old rule 
about Debits and Credits. The business 
receives $80 cash, $20 I. O. 'U., and $7 
discount. (Don’t laugh—we didn’t 
really receive $7 discount, but for our 
books we get the same effect.) The 
business puts out a contract for $107. 

Another “detour” is in order here. 
Many dealers just carry their amounts 
due from the finance companies along 
with other notes and contracts which 
are being carried. ‘This is, of course, 
okeh, but I believe separating them is 
well worth the extra trouble. You will 
remember that in the past when you 
have made a statement of your business 
to your bank you have been required to 
separate “Quick Assets” from “Other 
Assets.”” Meaning, of course, the items 
which can be rapidly and easily turned 
into cash for the former and for the 
latter items which are worth money but 
the nature of which is such that they 
cannot readily or quickly be used to 
realize cash upon. Just so with the 
I. O. U.’s from the finance company 
and other contracts or notes due you; 
better keep a separate account of them, 
as the I. O. U.’s from the finance com- 
pany may be depended upon to turn 
into cash at a later date, without fail. 
You may handle this matter as you 
think best; but for our set of books 
here we will keep them separate. How- 
ever, both will be called “Notes Re- 
ceivable.” 

Now let’s proceed on the Income 
Side. On line 14 we have the summary 
of the day’s Cash Sales as in previous 
examples. On line 15 we have a dif- 
ferent entry. A customer with whom 
we are only slightly acquainted is on a 
vacation trip with his portable along 
and has wired us to send him three UV 
199 tubes, c.o.d. We do so; and in- 


asmuch as the shipment went c.o.d. we 
charge the express company with the 
shipment, rather than the customer, be- 
cause it is the former we will look to 
for payment. Had we known Mr. Sul- 
livan better we probably would have 
been asked by him to ship the tubes on 
open account, in which case we of course 
would have charged them to him rather 
than the express company. 

Next (line 16) we have tried previ- 
ously to sell a meter to E. E. Tutin and 
have left it with him and charged it to 
him (before we started this set of 
books). But he decides he cannot afford 
it and .returns it. Before making the 
entry, let’s ask ourselves the famous 
old question about Debits and Credits. 
What did the business receive? The 
meter—an accessory. So we Debit in 
the Miscellaneous Column $6 and mark 
it at the left ““Accessories.” What did 
the business put out? Well, the cus- 
tomer’s account is lessened by $6; the 
business “put out” $6 worth of accounts 
receivable. So of course we Credit Cus- 
tomers Accounts $6. I hope you won’t 
have many articles returned, necessitat- 
ing entries like this; but since we all 
have them occasionally, it is necessary 
to know how to make the matter show 
properly on the books. 

Now for line 17. Mr. E. C. Harvey 
owes us a note of $105 which we agreed 
to carry without any interest provided 
he paid it when due. He feels that he 
has not been treated quite properly on 
some past work, and in order to smooth 
the matter over pleasantly with him, we 
suggest a $2 discount on the note, to 
which he agrees. He therefore pays us 
cash $103, rather than $105. We debit 
All Cash Received $103; Discount $2; 
and of course Credit Notes Receivable 
$105; all as per line 17. 


If you make a similar adjustment on 
a customer’s account (that is, by dis- 
counting it) it is better to debit the 
discount to whatever is responsible for 
the necessary discount. An example is 
on line 18, where the customer com- 
plained of being charged with too great 
an amount for labor. On line 4 we 
charged Mr. P. J. Cooney with Order 
No. 171; now on line 18 we make the 
entry where he pays this account. He 
has complained that $5 was too high 
for labor, and after checking up the 
matter we find that he is right and agree 
to discount the bill $1; therefore, in the 
Miscellaneous column we Debit Labor 
$1 and Cash Received $10.50; and of 
course Credit Accounts Receivable with 
the total of $11.50. 


You won’t have many complaints or 
adjustments like this if you are careful 
to have the prices right in the first 
place; these entries are given only so 
that you will understand how to make 
them when necessary. 

Let’s say that this completes the en- 
tries for this date; we total the day’s 
entries on line No. 19; and then total 
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today’s entries with the previous totals 
on line No. 20, as was previously done 
on line 12. Do this after each day’s 
entries are completed. 


ost of the ordinary entries for the 

Income Side have been demon- 
strated by now; so let’s next pretend 
that the entries finish the month, and 
get our columns summarized. Using 
scratch paper, set up little temporary 
headings and itemize the amounts on 
the Debit side in the Miscellaneous 
column. It happens that we have but 
four of these in our sample sheet, and 
they are all different; so just write them 
down below the Miscellaneous column, 
as is done on lines 21 to 25, inclusive. 
The other columns on the Debit side are 
each already separated or “department- 
ized” okeh, so we need not touch them. 

On the Credit side we find all col- 
umns already separate and clear until 
we come to the Miscellaneous column; 
itemize the figures in that column on 
scratch paper and transfer them to the 
book as shown on lines 21, 22 and 23. 

This completes the month’s work on 
the Income Side. The reasons for item- 
izing these Miscellaneous columns will 
be fully explained when we come to 
working on a General Ledger; suffice it 
to say here that these columns are item- 
ized in this manner to facilitate trans- 
ferring all totals to the Ledger—to be 
fully explained later. 

Now let’s make a few more entries 
of different kinds on the Expense Side 
and then close that up also, pretending 
that it is the month-end. 

On line No. 5 we make the entry for 
check No. 104, in which we pay P. 
Dustin & Co. the account of $31 we 
owe them—by cash $30 and discount 
$1. We, of course, Debit Accounts 
Paid Off $31 and Credit All Cash Paid 
$30 and in the Miscellaneous Column 
Credit the other $1, marking it “Dis- 
count.” 

On line No. 6 we take care of an 
entry which you may have occasionally. 
We will suppose that some time previ- 
ous (not shown on these books) L. J. 
Roby left with us an electric clock on 
trial. In order to keep track of the 
matter properly we entered the ship- 
ment on our books but finally decided 
to return the clock and not try to sell 
it or keep it in stock. After asking 
ourselves the standard question about 
Debits and Credits we decide that the 
business puts out accessories and that 
the business receives the equivalent $20 
by being in debt or owing that much 
less; in other words, we pay L. J. Roby 
by giving him merchandise, rather than 
cash. The effect is that we owe him 
$20 less than we did before doing so. 
Therefore we debit Accounts Paid Off. 


E previously mentioned that it is 
easy to put every cent received 
into the bank and to pay out all money 


by check, but still not have to write 
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many small checks. The way to handle 
this is to write a check to Cash for say 
$10; cash this check, and put the $10 
in a separate compartment (that is, not 
with your other regular cash and 
change) and pay small amounts out of 
this cash. Keep a slip of paper in the 
box with this Petty Cash and on it 
write all amounts paid out. When the 
Petty Cash gets low, separate the 
amounts into proper departments, enter 
as on line 8 (the check for getting Petty 


Cash is entered on line No. 7) and: 


write another check for Petty Cash, 
repeating this as often as necessary. 
We will suppose that all the original 
$10 was paid out, and that the record 
of how it went out looks like the upper 
part of Fig. 4. (In actual practice you 


PETTY CASH RECORD 








6-1-30 In $10 
6-1-30 Pd. Keystone Express on tube 
Ss 35 
6-1-30 Pd. American Express Co. on 
advertising blotters ..... .. 2.80 
6-3-30 Pd. Freight on sets............ .. 4.20 
6-5-30 Pd. Freight on tube shipment. 1.15 
6-8-30 Pd. Motor Transit Co.—ship- 
neat Se ~ 5 
6-8-30 Express on accessories... .55 
General Complete Parts and 
Tubes Expense Sets Accessories 
35 2.80 4.20 95 
1.15 -55 
1.50 1.50 
1.50 
2.80 
4.20 
1.50 
Total—$10.00 


Figure 4 


will pay only very small amounts out 
of the Petty Cash Account; in the ex- 
amples we used larger figures rather 
chan a large number of very small 
amounts merely to explain the work- 
ing of Petty Cash — and to avoid 
boring you with many. small en- 
tries. We separate the amounts into 
respective columns as shown on the 
lower part of Fig. 4, and arrive at the 
amounts to be Debited—Parts and Ac- 
cessories $1.50; General Expense $2.80; 
Complete Sets $4.20; and Tubes $1.50 
—totaling $10; the amount Credited in 
the Miscellaneous Column to Petty 
Cash. 

The importance of handling this mat- 
ter in this manner cannot be over-em- 
phasized. In order to easily keep track 
of receipts and expenditures and profits 
or losses, put every cent you receive into 
the bank, and pay out every cent by 
check—except Petty Cash payments as 
above explained. 


HESE few examples will cover all 

that is necessary on the Expense 
Side, I think. After totaling all our 
columns (line No. 9) we itemize both 
Miscellaneous columns and enter the 
items under the Total figures (line 11 
on the Debit Side; lines 11 to 14, in- 
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clusive on the Credit Side.) Let us 
say that our Expense Side is now closed 
for the month. 

Now, just as we previously did and 
can do at any date through the month, 
we can quickly get our cash balance by 
adding our cash in bank on the first of 
the month to the amount “All Cash 
Received” and deducting “All Cash 
Paid.” Or we can easily and quickly 
get similar figures for any other account. 

At the beginning of each new month, 
start each side (Income and Expense) 
on a new, fresh sheet. ‘Totals are 
brought forward from day to day 
through a month, but for each month 
separat_ly, and no totals are brought up 
from one month to another. 

To easily keep a continuous, com- 
plete record, it would be easier to have 
a separate sheet for each account (inde- 
pendent of our so-called .Cash Book) 
and at the end of each month post the 
totals of Debits and Credits from both 
the Income and Expense sides to this 
sheet. After posting, they would be 
“balanced,” which means that all Debits 
would be added together; all Credits 
added together; and the smaller amount 
subtracted from the larger to arrive at 
the amount of Debits over Credits, or 
vice versa. 

But if we run these on loose sheets 
they will be hard to keep track of, will 
be getting lost or mixed up, etc.; so it 
is customary to keep the sheets in a 
loose-leaf binder with an alphabetical in- 
dex to facilitate finding accounts; and 
this is nothing more nor less than what 
is commonly called a GENERAL 
LEDGER. 

In a forthcoming installment full in- 
structions for using a Ledger will be 
given and I assure you it will be just 
as simple and easy to handle as the Cash 
Book already explained. 

Meanwhile, fix up some sheets and 
use what has already been explained. 
Many dealers use this portion only, and 
find themselves well repaid for the ef- 
fort. Highly interesting and valuable 
figures can be obtained from these rec- 
ords alone, without any ledger. So set 
this system up and use it for a month, 
when further data covering the ledger 
will appear. 


Questions and Answers Relating to the 
Radio Bookkeeping System 


Q. How much will it cost me to install 
this system? 

A. That depends upon how expensive a 
cash book you purchase. Loose leaves with 
nine or ten columns are suggested at first; 
then you may buy a binder for them later. 
Fifty cents worth of these sheets from your 
stationer should run a small business for 
months. 

Q. How do you make an entry for paying 
yourself? 

A. Every proprietor of a radio business 
should pay himself a definite, fixed salary 
per month. The amount should be com- 
mensurate with the size of the business, and 
the dealer should absolutely live within that 
salary. As a rule, the proprietor’s salary 
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will be charged (debited) to general ex- 
pense. 

Q. When or how often should I make 
entries of receipts and expenditures (in 
cash book) ? 

A. The frequency of making entries on 
the income side will depend upon the size 
of the business. A large business will re- 
quire a set of entries complete each business 
day, and very often will use a full sheet for 
each day’s entries. A small business may 
not require more than one set of entries per 
week. One thing that applies to any busi- 
ness, regardless of size, is this: Make all 
entries and have the books in balance be- 
fore making any bank deposit. You may 
occasionally have one single entry to take 
care of a certain deposit, as, for example, 
should you borrow money from your bank, 
or your bank make a collection for you and 
send you a deposit slip to cover it. Try to 
keep the totals in your cash book in exact 
sequence with the entries in your bank book. 

Entries on the expense side will also de- 
pend upon the size of your business, It is 
best to keep checks closely entered up, and 
also invoices. Don’t let too many of them 
accumulate before segregating them into de- 
partments and entering on the books, 

Q. How do I keep track of each separate 
customer's account? 

A. For an ordinary business have your 
bill heads printed and bound in a loose- 
leaf book in duplicate. The duplicate sheets 
need not be printed. After making entries 
in your cash book, transfer the customer’s 
charges and credits (the latter being 
amounts paid on account) to this “custom- 
ers’ account ledger.” At the end of the 
month you may be sure of the correctness of 
your entries by adding all balances in the 
customers’ ledger and their total, of course, 
should equal that indicated by the cash 
book. 

Q. How do I keep track of invoices for 
bills due to jobbers and others? 

A. For a small business I suggest an 
ordinary file with a board back and an 
alphabetical index. Put a sheet of blank 
paper in the file for each account, and after 
invoices are entered on the expense side of 
your cash book make an entry of the 
amount on the sheet for that account and 
file the invoice with the sheet. Later, if 
you install the general ledger to be de- 
scribed in the next issue, you will have in 
that an account sheet for each account pay- 
able, and can therefore dispense with the 
sheets mentioned here, although you will 
probably still wish to file the invoices as 
per above. You will find it a big advantage 
to have one file for unpaid invoices and 
another for those you have paid, transfer- 
ring them at the time you pay them. 

Q. I notice most complicated bookkeep- 
ing systems mention a journal, cash book, 
day book, etc., etc. What about these? 

A. The book we have been explaining is 
all these in one—and more. A journal is a 
book for daily entering of transactions of 
the business. You will understand, of 
course, that this is taken care of with our 
system. A cash book is kept by many busi- 
nesses to keep a record of money put in the 
bank and paid out; our system automatically 
does that. In addition this system handles 
your ow by separating the different 
departments of your business. All these 
statements apply to both the income and ex- 
pense sides of the book. 

Q. What other books do I need for this 
system? 

A. The book used for income and ex- 
pense records is the key book. A general 
ledger will likely be desirable later. Cus- 
tomers’ ledger, as already explained in these 
Questions and Answers, is desirable. The 
bank furnishes your bank book. A paper- 
backed 15-cent book for making trial bal- 
ances may be added along with the general 
ledger later. This is all, 

(Continued on Page 52) 
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By WILLIAM E. KOCH 


Associate Professor of Merchandising 
University of Southern California 


AKE any continuously successful 
Zz radio store or other business. Ana- 

lyze it carefully. You will find 
that it is pulled along on its progressive 
journey of success by a powerful “team.” 
Suitable names for this team are Sales 
Promotion and Profit Promotion. 


Sales Promotion aims at a greater 
volume of sales from a given trade terri- 
tory. Profit Promotion aims at a greater 
volume of profit from a given volume of 
sales. 


When both are fundamentally strong 
and in healthy condition, they need only 
be hitched together properly and driven 
effectively. They will then pull the busi- 
ness to its logical goal of maximum 
profit—the largest volume of profit the 
business is capable of producing in the 
long run. 

The essentials of profit promotion are 
found in modern methods of manage- 
ment, through which the sales volume is 
made to reach its real goal—PROFIT 
VOLUME. 


Fundamental Problems in 
Management 


HATEVER the technical peculiari- 

ties and specific problems of the 
radio store may be, the radio dealer is 
a retailer. His fundamental problems in 
management and profit promotion are 
exactly the same as those that confront 
any other retailer. 


Mention of this obvious fact would 
be useless, of course, were it not for this 
one especially important consideration: 


Fundamentals in modern methods of 
management have a lot to say about 
whether or not the business is to be a 
continued success, and whether or not 
it is to yield all the profit it is capable 
of yielding. 


PROFIT PROMOTION 












THE WINNING TEAM 


Sales Promotion and Profit Promotion 
make the winning team. The driving 
force is in management. The essentials 
of Profit Promotion are found in 
modern methods of management. Fun- 
damentals in management are de- 
manding more and more studious 
attention. Planning comes first, fol- 
lowed by action and control. A prac- 
tical test for the bedrock of management. 











We are now starting on a course 
which aims to present the fundamentals 
in profit promotion or modern methods 
of management from the viewpoint of 
the radio retailer, and to stimulate think- 
ing about them and their profitable ap- 
plication to the needs of the radio store. 


The course can prove helpful and 
profitable only in proportion to the 
analytic thinking each individual radio 
retailer does about the advantageous ap- 
plication of the basic principles to the 
particular demands of his own business. 
We all know too well that such think- 
ing, though tremendously important, 
often is neglected through the ceaseless 
press of daily operation. 

As a result of this unintentional neg- 
lect, at least some of us may be work- 
ing under an unsuspected handicap. 
Basic principles are quite as inevitable 
in their influence as the laws of nature. 
They frequently bring their constructive 
or destructive consequences (it must be 
one or the other) without definite recog- 
nition of the cause. 

That is why our fundamental prob- 
lems in management demand more and 
more studious attention as our commer- 
cial structure becomes more complex, 
and our competition more severe. It all 
gets down to this eternal fact. The 
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Proper Store Management 


The first of a series of 
lessons about making 
more profit through 
better management of 
radio stores. 


greater the odds against us, the better 
must be our management. 


The Trend in Sales Study and 
Profit Study 


B way of illustrating the powerful 
influence of basic principles when 
clearly understood and properly applied, 
let us briefly consider the developments 
of recent years in salesmanship and sales 
promotion. 

The process involved in making a sale 
began to be analyzed and studied in 
earnest some thirty years ago. The 
“mental steps” in every sale were dis- 
covered. Basic principles were recog- 
nized and “put on the job.” The de- 


velopment was gradual, of course; but" 


effective. 

Nobody knows the extent to which 
the recognition and understanding of the 
“mental law of sale” are responsible for 
the remarkable improvement in sales- 
manship and sales promotion since 1900. 
Nobody knows the extent to which the 
basic principles in salesmanship are being 
applied. 

Every careful observer knows, how- 
ever, that the benefits are enormous; and 
that greater and greater benefits will 
come because salesmen and sales man- 
agers are devoting themselves more and 
more seriously to the study of funda- 
mentals in salesmanship and sales pro- 
motion. 

But our justly enthusiastic study of 
the selling process seems to have over- 
looked, at least to some extent, one par- 
ticularly important bet. As a group, we 
have taken it entirely too much for 
granted that our sales were producing 
the expected profit. It is high time to 
turn our thinking more definitely to the 
profit-producing phase of our selling. 

Not that we are to give less attention 
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to selling methods, but more attention 
to modern methods of management and 
control. Why? Because it always is the 
character of our management and con- 
trol that determines the volume of profit 
we produce from a given volume of 
sales. 

Do you know of anything more 
urgently needed than practical profit 
promotion in the field of radio retail- 
ing right now? Think it over. It’s darn 
well worth thinking about. 


Three Basic Essentials in Profit 
Producing 


HEN we dig right down to the 
bedrock of the profit-producing 


process, we find that the basic essentials 
are exactly the same as in every other 
producing process. The finished product 
must be visualized or pictured in the 
mind; the necessary physical effort must 
be applied; the result must be checked 
and proved to make sure that it is as we 
intended it to be. 

We have, therefore, three basic es- 
sentials which apply to the producing of 
merchandising profit, just as they do to 
the producing of anything else. Yes, 
they apply as much to profit producing 
in the retail radio store as in any other 
kind of business. Expressing these basic 
essentials in single words, we have: 


1. PLANNING (determining what 
is to be done, and how). 


2. ACTION (doing it). 
3. CONTROLLING (making sure 


that it is done as planned). Of course 
it is possible to manage a radio store in 
a way, without definitely recognizing 
these three basic essentials in the profit- 
producing process. So is it possible to 
‘make sales, in a way, without definitely 
recognizing the mental steps in the sell- 
ing process. 

In no instance, however, is a business 
managed or a sale made without follow- 
ing the basic essentials either consciously 
or unconsciously, and in one way or an- 
other. Results always depend upon the 
way the basic essentials are applied. 

No customer ever makes a purchase 
without having passed through the suc- 
cessive mental stages—attention, inter- 
est, desire, resolve. No business ever is 
managed, no product ever is produced, 
without applying the three basic essen- 
tials in production—planning, action, 
control. 

And that, in a nut shell, is why it 
pays so big to recognize the basic essen- 
tials definitely, and apply them con- 
sciously. 

Theory? Yes, of course. But remem- 
ber—always remember—that nothing 
can be sound in practice until it is sound 
in theory. 


You readily will agree that radio re- 
tailing needs sound theory right now, 
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especially in its Profit Promotion, to 
make its practices more profitable among 
the great rank and file—the real back- 
bone of the industry. 


How We Benefit Through Study 


INCE our volume of profit depends 
S so largely upon the methods of man- 
agement we use, and how we use them; 
the practical value of earnestly and 
thoughtfully studying such methods is 
readily recognized. Especially so, when 
we consider that the chief aim is to get 
a firmer hold on basic principles so we 
can apply them more profitably. 

Specific information is necessary, of 
course; but basic principles are more 
fundamentally necessary because they al- 
ways determine the ultimate success of 
our undertaking. This is quite as true, 
mind you, in the radio store as in any 
other commercial venture. 

Please bear in mind that we are not 
“talking generalities.” On the contrary, 
we are getting right down to the real 
brass tacks of the situation. It actually 
requires more managerial ability now 
than ever before to operate a radio store 
successfully. It requires more practical 
application of sound fundamentals. 

And remember this: Since the only 
way to reach the point of practical ap- 
plication in fundamentals is through our 
own analytic thinking, a thoughtful and 
continued study of basic principles is in- 
deed a necessity in this age of many- 
sided and increasingly strenuous business 
competition. 

Let us take a moment to remind our- 
selves, in this connection, that the chief 
benefits of study do not come to us 
through the specific things we learn; 
though these are tremendously impor- 
tant. 

The chief benefits of study come to us 
through our better grasp of basic princi- 
ples, and through the mental training 
we obtain from the analytic thinking 
we do. 


Less Brawn, More Brain 


HE really big point in it all is that 
pare mental phase of profit produc- 
ing counts for more today than ever 
before; and that it is sure to count for 
yet more in the years ahead. 


Such is the inevitable law of develop- 
ment in civilization and its business— 
relatively less brawn, relatively more 
brain. It applies alike to salesmanship 
and management—to Sales Promotion 
and Profit Promotion. 

We need especially to remember that 
study—real study—means much more 
than just reading and listening and ob- 
serving. Real study consists in the think- 
ing we do for ourselves, individually, 
about what we read and hear and 
observe. 

That is why the study of anything—a 
book, an article, a lecture, a sermon, 
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a comment, some other business—often 
proves helpful even though nothing 
about it can be applied immediately or 
specifically. Broadening of vision is 
much more helpful, and much more 
needed, than specific instructions or 
rules. 


Study brings us its greatest benefits 
when, and only when, it stimulates and 
guides our individual thinking to help 
us recognize that which we can apply 
with advantage to our own affairs, and 
in our OWn way. 

Study—real study—trains us for the 
great game of business which calls con- 
stantly for relatively less of brawn and 
more of brain. 


Planning Comes First 


sider these obvious facts studiously— 
thinkingly: 


S IT 1s well worth our while to con- 


1. Without action, planning amounts 
to nothing more than the building of air 
castles. 

2. Without planning, action usually 
gets us into a mess. 


3. Control cannot be applied without 
being preceded by both planning and 
action. 

These three basic essentials are in- 
separable. They always must pull to- 
gether harmoniously to produce the best 
result. Clearly, the benefit to be derived 
from planning for profit depends upon 
what our plan is, and how we follow it 
with action and control. Seeing our goal 
is not enough. We also must see how 
our goal is to be reached. 


Just trying to make all the profit we 
can in a given time is in itself a goal, 
of course. But it lacks the definiteness 
that seems always necessary in arousing 
our keenest interest and guiding us most 
surely to our intended destination. 


Complete planning always determines 
in advance just how we are to reach our 
goal. It even includes reasonable allow- 
ance for all of the probable accidents 
and at least some of the merely possible 
accidents. Complete planning helps us 
to know, and know that we know, where 
we are going and how we are to get 
there. 


Then Action and Control 


O MATTER how we look upon the 
N always necessary element of ser- 
vice to the community, all sound com- 
mercial activities must aim at the same 
target—the target of PROFIT. We 


never can get away from that. 


Operating as if sales were the bull’s 
eye of the business target is the surest 
way I know to stage a surprisingly sur- 
prising surprise party for the day on 
which we learn how much our sales 
were, and how little our profit is. 


(Continued on Page 58) 
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of the hitherto unexplored avenues 

of activity would be in drumming 
up an interest in things movie. Of 
course lots of stars do talk a good deal 
and say nothing much over the air. But 
this is gradually being overcome as the 
publicity gentry prepare speeches for the 
film celebrities to gargle through the 
microphone. Then, too, their practical 
experience with the talkies is standing 
them in good stead whenever they make 
a radio appearance. 

If my emporium, be it ever so large 
or so small, was located in the south- 
west area, I would first turn particular 
attention to KFWB, Warner Brothers’ 
broadcast channels of activity. The 8 
p. m., Pacific standard time, hour on 
Sundays, known as the First National 
hour, always brings a galaxy of stars 
and starlets. ‘The list of performers is 
usually available a week or ten days in 
advance. 

I would make arrangements with the 
station to send this to me via air mail 
or in a day-letter wire. Then I would 
go around to the neighborhood show- 
house and see if the picture to be 
plugged on the Sunday eve. broadcast 
was scheduled for showing in the old 
home town. Each First National hour 
is ordinarily built up around some par- 
ticular current release and all of the 
cast around Hollywood’s sunkissed pave- 
ments are supposed to amble over to the 
radio studio for the affair. 


[’ I OWNED a radio store, | think one 








Dolores Costello Takes Prominent Parts 
in the First National-Vitaphone 
Broadcasts 





So, if the broadcast has to do with a 
talkie film now showing in the neigh- 
borhood film palace, I would make some 
sort of a coOperative arrangement with 
the house manager. ‘This would be in 
the form of a close tie-in calling atten- 
tion to the current picture at the thea- 
ter, and also the forthcoming radio pro- 
gram of the same cast—using, of course, 
plenty of space to call attention to my 
radio shop—the necessity for outlying 
districts to keep their battery sets in 
good shape, advising town dwellers to 
change tubes as often as they do their 
red flannels, and some sort of message 
to prospective set owners telling them 
about the value of acquiring a set. 

But, even if the talkie theater did not 
carry the picture at the particular time, 
I would still use the idea—getting out 
a postcard telling of the KFWB pro- 
gram—letting fans know that I would 
be glad to supply them with applause 
cards—suggesting that they service their 
present sets—even, perhaps, subtly drop- 
ping a hint that a brand-new model of 
the latest vintage might help them get 
the program in superb shape. 

It is a good thing to keep in touch 
with the Warner organization. Not so 
long ago they filmed “The Dawn Pa- 
trol.” In some of the scenes, taken in 
the San Fernando valley and out around 
Triunfo, the portable transmitter was 
used to direct the picture and also to 
give instructions for parachute jumpers, 
to the sausage balloon observers, and 








Bebe Daniels iw Be Heard on the 
RKO Transcontinental 














John Boles Has Taken Part in Many 
Programs. 


other activities around the specially de- 
signed set created to depict a typical 
German airdome. This was all done on 
short waves and KFWB announced 
from time to time that the public was 
invited to try and hear the entire af- 
fair. This created tremendous interest 
among short-wave set owners. 

Here would be a fine chance to send 
a little memo. to all my customers sug- 
gesting the thrill of hearing the actual 
making of a picture by merely owning 
a short-wave receiver or getting an 
adapter. And, of course, my window 
display of the week would be set up 
with the same idea in mind. 


F couRSE KFWB is not the only 
place to shop around on the dial 
for the movie stuff. The Columbia 
chain, at 6 p. m., Pacific standard time, 
has the Publix-Paramount hour. This, 
lately, during the warm weather, has 
centered largely on the New York stage 
presentations, but usually a portion of 
the program comes direct from sound 
stages of the Paramount lot out in 
Hollywood. 
It seems a bit more difficult to con- 
tact this feature, but still 1 would make 
(Continued on Page 32) 





Lilian Roth Is Heard on the Publix- 
Paramount Hour Through the 
NBC Network. 
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ONE FREE SERVICE CALL 


By C. B. BAILEY 


AST FALL,.when radio business was 

noticeably experiencing a lull, the 
Radiola Shop of Salt Lake City, Utah, 
inaugurated and advertised that one free 
service call would be given on any make 
or type of radio. Results were excellent, 
and C. L. Mayfield, the manager, found 
his service man making more new radio 
sales than any salesman in his crew of 
ten. 

Now the free service call idea is a 
permanent factor in the sales promotion 
plans of the Radiola Shop, being used 
periodically during dull seasons. The 
offer is usually run for thirty days at a 
time. It is advertised both by radio 
and newspaper and has increased the 
repair department business as well as 
the sales. 

“The free service call offers give us 
an opportunity to contact people who 
own obsolete sets,” said Mr. Mayfield. 
‘“‘We state that the one free service call 
will be made on any make or type of 
radio and calls come in on every con- 
ceivable make. The opportunities for 
future sales are many.” 

According to Mr. Mayfield the free 
service call gives the owner an estimate 
of what it will cost to fix up his old 
radio. If it can be fixed without ma- 
terials the service man proceeds to make 
the necessary adjustments. “We go 
ahead and make the minor repairs to 
get the good will of the person. But if 
the set must be torn down and new 
parts put in we usually suggest that the 
set be brought back to the shop where 
the work can be done. An estimate 
of the cost for the repairs is then given. 
If the tubes need replacing the service 
man can usually make the replacements 
right at the time of his first call. He 
then charges only for the materials.” 


The object of the free service call is 
to indirectly increase sales, but that fact 
is never made apparent to the person 
receiving the -service call. “We never 
talk new radios to them when repairing 
the machine. We want them to thor- 
oughly appreciate the call and to feel 
that we are interested in helping them. 
Usually, however, they bring up the 
question of new radios themselves. If 
not, then we can usually bring the sub- 
ject up in a roundabout way. 

“The secret of getting their confi- 
dence and later their sales is to interest 
ourselves in their interests, not try to 
interest them in ours. During the time 
that the service call is being made we 
try to draw them out on their particu- 
lar hobbies or interests and then the con- 
versation just naturally drifts around to 
new radios.” 

Mr. Mayfield states that one-half an 
hour is usually spent on the average ser- 


30 


How Some Dealers 


vice call. But if the person is found in- 
terested in new radios the call often ex- 
tends to one or two hours and the ser- 
vice man returns to the shop with almost 
a 100 per cent chance for a future sale. 
According to Mr. Mayfield, occasional 
sales have been made at the time of the 
free service call, but usually the call pre- 
cedes the sale by several days or weeks. 
“People are prone to boost our service 
department and our shop to their neigh- 
bors and friends when we have satis- 
factorily served them on one of our free 
calls. We find excellent results com- 
ing from this source.” 

A card system is kept on the free ser- 
vice calls made by this firm. If the per- 
son on whom the call is made is in the 
market for a new radio, the fact is writ- 
ten on the card and then the service call 
is soon followed by a telephone call and 
a letter. If not in the market, the firm 
still has an additional name for its mail- 
ing list and follow-up letters are writ- 
ten within a reasonable period to let 
the person know that he has not been 
forgotten. Letters, according to Mr. 
Mayfield, are written to the effect that 
the newest radios are in and on display. 
They further invite the customer to 
drop in and see the new models. 

A record of all of the service calls for 
the year is kept for letters to be mailed 
out at the end of that time to all pros- 
pects who have not become purchasers 
within that period. 


Accom to Stan Dodson, service 
manager of the Radiola Shop, who 
makes the greatest number of free ser- 
vice calls, a large amount of time on 
these calls can be saved by the girl in 
the office. “We can save half of our 
time on service calls if the necessary in- 
formation is obtained before the service 
call is made,” stated Mr. Dodson. “For 


this purpose we use a duplicate service 
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DAY OR NIGHT. 
To further acquaint radio owners with our 
Service 


One Service Call 
ABSOLUTELY FREE 


On Any Make or Type of Radio 
STAN DODSON, Service Manager 


This Offer Expires March ist 
Call Hyland 1566 


RADIOLA SHOP 


26 East 9th South 
We Carry a Complete Line of Radio Accessories 











RADIO FOR SEPTEMBER, 1930 


Service 


order blank. On this the name and ad- 
dress of the person calling for the free 
service call is obtained. The make of 
set is recorded. Information as to 
whether it is an electric, battery or elim- 
inator set obtained, number of tubes, 
symptoms of the trouble, is also secured 
over the telephone at the time of the 
request for service.” 

This information makes it possible for 
him to prepare himself with necessary 
equipment for servicing the particular 
type of radio. Likewise when the symp- 
toms of the trouble are known he is able 
to pretty accurately tell what must be 
done and just what it will take to put 
the set into working order again. “When 
we know the model and symptoms to 
begin with we can very often save our- 
selves a second call.” 

An idea which Mr. Dodson has orig- 
inated to record the service call on the 
set itself has been found effective when 
second calls must be made at a later 
date. He uses a small red sticker which 
he places on the back or beneath the set. 
This records the tests made on the first 
service call. For example, the notations 
of “tubes tested” are recorded. Bat- 
teries tested are also noted. If elim- 
inator or speaker has been tested that 
space is checked. Spaces for tube in- 
stallations, battery installations and 
eliminator parts installed are also al- 
lowed for record if made. Other in- 
formation on the sticker includes speaker 
repairs, antenna installed, set tested on 
distance, set tested for resonance, date 
of service, and by whom serviced. 

“When we look at the sticker on our 
second service call we know at once just 
what was done on the previous call and 
are able to gauge our second servicing 
accordingly. The sticker also gives the 
owner of the set a reference. Each 
sticker bears the name, address and 
phone number of the Radiola Shop.” 


A second sticker, original with Mr. 
Dodson, is-pasted on the tubes as they 
are tested. This sticker is about one 
inch long and one-half an inch wide. 
The sticker records the date and test 
made. It is also used to show the 
amount of gain of the tube at the time 
it was tested. 

Mr. Dodson further makes it a habit 
to carry business cards when making 
service calls. Cards are left when the 
call is completed and are further re- 
sponsible for later calls and future sales 
made through the service calls, he be- 
lieves. 
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SPECIALIZED RADIO 
SERVICE 
By PAULINE SLAUGHTER 


HE only established specialized ra- 

dio service man in Denver is G. F. 
Bateman, who started in that city in a 
small way seven years ago. According to 
Mr. Bateman, he started in this business 
with a stock in trade consisting of a pair 
of pliers and the desire and intent to give 
the radio dealers of Denver a service 
which they themselves could not render. 

Mr. Bateman is now located in a 
good-sized workshop at 1854 Arapahoe 
and has a service station which handles 
the entire radio servicing of several large 
firms in Denver as well as servicing for 
many individual owners of radios. 

He employs from four to twelve ser- 
vice men. One of these is the “customer 
fixer.” He is competent in fixing any- 
thing that is wrong with a set and also 
in explaining that certain complaints are 
not due to faults in a receiver. Mr. 
Bateman thinks that it is a poor policy 
for a salesman to render repair service, 
because if the salesman is continually 
having brought to his attention the many 
griefs of the machine he is selling, it will 
be only a matter of time before he ceases 
to be a good salesman. 


Mr. Bateman gives the dealer a 90- 
day free repair service on every installa- 
tion he makes. About ten per cent of the 
radios have to be serviced over a period 
of 90 days, and 81 per cent of these calls 
come within the first 30 days after in- 
stallation. 








THEY SELL ONLY RADIO 
SERVICE 


By HAROLD J. ASHE 


STABLISHED less than a year ago at 

Glendale, Calif., in competition 
with a score of other older-established 
radio concerns, the Radio Service Com- 
pany has firmly entrenched itself and 
proved beyond a doubt that the feature 
peculiar to this firm is a wanted factor 
in the commercial life of the city. Its 
volume for the third three-month period 
showed an increase of 300 per cent over 
the first three-month period. And this 
increase is entirely one of service sales. 
The business is built on exclusive ser- 
vice and service exclusively.. The firm 
does not sell sets, either new or second- 
hand. 

“T think,” stated M. W. Wagy, the 
firm’s alert manager, “that the fact we 
have met with such instantaneous suc- 
cess has been due largely to our not 
being pluggers of any one radio set. Our 
sole business existence centers around 
fixing sets. The public recognizes us as 
disinterested parties. When we are called 
in to fix a set, we are not trying at the 
same time to sell a set. 

“Another factor in gaining quick rec- 
ognition has been our offer to service 
sets free if they are brought to the store. 
We can do this free service profitably 
because of the profit on the materials. 

“We have as our slogan, ‘As Near as 
Your Phone,’ and in this connection we 
will call at the radio owner’s home and 
give him a free estimate of what the 





Bateman’s Shop 
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servicing will cost him. However, 
where we call for and deliver sets we 
charge for it, as distinguished from our 
free servicing offer where they are 
brought in to us.” 


Both newspaper and direct-mail ad- 
vertising is being used by the Radio 
Service Company. About 3000 post- 
cards are mailed out each month to a 
list of 9000 names, so that the entire 
list is covered in three months. This 
circularizing is done daily at the rate of 
about 100 or so a day, so that the re- 
sponse to the postcards will be evenly 
distributed and not cause too much 
work to come in at one time. 

A small card is carried in the news- 
paper every day, while a four-inch 
double-column display advertisement is 
carried about once a week to feature the 
free estimate service and the free service 
on sets that are brought in. In addition 
to the firm’s slogan, the telephone num- 
ber is emphasized. 

Glendale is an inland town not too 
far from the beaches. Right now the 
firm is giving free trips to Venice. 
These tickets are good for the car fare 
and also admission to various amuse- 
ments. These, of course, go only to 
customers, and then only at the discre- 
tion of Mr. Wagy. In his opinion it is 
one of the best good-will builders he has 
ever used, as it provides a day’s outing 
for the recipient, a present not easily 
forgotten. Buying these tickets at a big 
discount, he does not expect that the 
feature will cost him over $60 or $75 
for the summer. 

In addition to newspaper and direct- 
mail, Radio Service Company adver- 
tises over the Glendale radio station, and 
also maintains a portable broadcasting 
car. The car pays for itself and makes 
a profit, due to it being rented out about 
one day a week to various other non- 
competitive concerns at $20 per day of 
eight hours. 

The broadcasting car is a Chevrolet 
closed-body job, finely finished in blue 
and orange with the best equipment, 
such as dynamic speaker, Silver-Mar- 
shall amplifiers, Universal microphone 
and Bosch phonograph pickup. In rent- 
ing the car to other concerns, the firm 
furnishes everything but the signs. 


Service men are encouraged to be 
salesmen as well. In addition to being 
paid a straight salary they also receive 
10 per cent on the sale of accessories. 
Where they call to give estimates they 
get 10 per cent of the estimate. 


All service men are given small (one 
inch by two inch) cards to place in 
every set serviced. These cards act as a 
reminder to the set owner right at the 
time when he is, himself, examining the 
set for the trouble. The card sugges- 
tively says: “When your radio is not 
operating properly and needs servicing 
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phone Douglas 3288 for complete, eff- 


cient radio service.” This, together 
with the firm’s name, address and slo- 
gan, completes the text. 

The company uses a numbered work- 
order card which gives in detail the 
complete history of the job. The rout- 
ing chart in the upper left-hand corner 
roughly divides the city into nine sec- 
tions—north, east, south and west. An 
X mark in any of these squares shows 
the service man what part of the city 
the job is in. Thus, when he starts out 
in the morning with a dozen work or- 
ders he can consult them and make all 
calls in one section at a time. Mr. Wagy 


says that otherwise a service man often 
spends more of his time traveling than 
on the job. Practically all of the card 
is arranged for X-marking, and when 
the service man properly fills in the 
squares there is little left to be known 
about the job. 

Every time a service man does not 
find the customer at home he fills in a 
space reserved for such a statement, giv- 
ing the time. There are three such 
spaces on each work order. If, on three 
occasions, the customer is not at home, 
the store telephones to him or drops a 
postcard stating why he has not seen a 
service man. 





Other notations, provided for on the 
blank, and which are filled in at the 
office or at time order is taken, are: 

Article has been delivered to us by 
customer. 

Article will be called for by customer. 

Article is to be picked up and re- 
paired by us. 

Article is to be delivered and installed 
by us. 

Special instructions: 

Promised about....A. M. ....P. M. 

Service man asked for. 

The bottom half of the card is ruled 
for a description and list of supplies, 
labor and other expenses. 


It I Owned a Radio Store 


every effort to learn in advance exactly 
what the program calls for. Then I 
would follow much the same routine as 
suggested in the above paragraphs. 

KHJ is now giving the “Voice of 
California” program at 7:30, PST, 
Wednesday nights, and it is shipped on 
the transcontinental eastward over the 
Columbia chain, too. This is a choice 
assortment of freshly hatched melodies 
from out of the land o’ talkies. Pre- 
views of many talkie songs that will not 
be released publicly for another six 
weeks or two months in theaters get an 
airing on this weekly feature. Film di- 
rectors, famous song composers, lyric 
creators, gag instigators and  well- 
known talkie actors all get their chance 
at the sturdy KH] microphone. 


This would furnish another idea for 
my store. So, too, would be the 8:30 
p. m. program on the same night over 
the same station to the coast chain— 
the M-G-M demi-tasse revue. This 
features, as the piece de_ resistance, 
George Olsen and his music, with the 
addition of two or three fairly promi- 
nent M-G-M artists. 


KNX, as tied up with Paramount, 
also gives a few isolated talkie pro- 
grams, in addition to carrying the Pub- 
lix-Paramount hour. KFVD is located 
on the Hal Roach lot over in Culver 
City and every week some of the fun- 
makers from that studio carry the mi- 
crophone for another goal. KMTR, at 
8:30 of a Wednesday night, has what 
it calls “The Star Reporter,” in which 
somebody or other interviews a well- 
known screen personality. Then there 
are two series, now discontinued, that 
may perhaps come back again—the 9 
p. m. Saturday program to KFI and 
other coast stations (Del Monte spon- 
sorship), presenting screen stars, and the 
Monday 4:30 p. m. broadcast via KHJ 


eastward on the “Voices from Filmland” 
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(Continued from Page 29) 


series. Even electrical transcriptions, if 
they are well made, might have value 
for my purpose if given regularly from 
any station. 


DON’T think for a moment that every- 

body is crazy abount hearing talkie 
talent over the radio. But I am sure 
that there is a large enough percentage 
to make it profitable for me to publicize 
this angle of listening for those who buy 
receivers, not so much for the looks of 
the cabinet or the technicalities of the 
set, but for the entertainment it will 
bring them. 


I would get out a nicely printed little 
leaflet giving the call letters, location, 
frequency and relative position on the 
dial of those stations most closely allied 
with the talkie industry. 


Perhaps it would also include a dia- 
gram actually showing the _ relative 
places of these stations on the dial in 
relation to other broadcasters—and also 
it would include the time on the air of 
those features which are regularly 


scheduled. 


Then, as a logical follow-up, I would 
get out a circular letter or postcard 
nearly every week and listing the talent 
for programs of the next few days that 
would include some type of film talent 
in them. 

The customer and prospect file, built 
up by hard work in the shop, through 
telephone activity and plenty of leg 
work around town, would thus become 
more of a vital living thing. 

And, on the other hand, the friendly 
attitude of the store would in time 
stamp itself in the minds of business 
friends the fact that I am not satisfied 
merely with selling sets, or with the or- 
dinary service details, but that I am 
constantly in contact with broadcasters 
to keep my friends in touch with what's 
what on the air. 
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Sometimes offers are broadcast to 
send pictures of famous stars to the first 
hundred, or the first thousand writing 
in. This furnishes further incentive 
for radio fans to pick up the programs 
of stars from the sqawkies. 

I’m not so sure but what it would be 
a good thing to make some sort of ar- 
rangement with the film publicity of- 
fices by which I could buy some of the 
pictures en bloc—assembling from sev- 
eral studios—inclosing in a nifty looking 
folder with my imprint, and offer to my 
customers and potential customers at 
some ridiculously low price made _ pos- 
sible by getting them in large lots. 





Grebe 7-Check Test 
A. H. Grebe & Co. supplies dealers 


with cards of instruction whereby a 
customer can rate a radio set as to tone, 
control selectivity, sensitivity, decorative 
quality, construction, and value. Under 
each of these several headings there are 
a series of statements and simple ques- 
tions whose rated answers will indi- 
cate the comparative worth of a re- 
ceiver. Typical questions follow: 

Do the kettledrums have a distinct 
pitch or do they sound like thuds? Does 
a man’s voice give the impression that 
his head is in a barrel? Can you dis- 
tinguish the letter “S” in speech? Does 
a violin radiate brilliance or does it seem 
muted ? 

Has a set a tone control that enables 
you to accentuate the bass without cut- 
ting out the treble and muffling speech ? 
Does any other station intrude when 
you tune in a program you want? Do 
far-off broadcasts come in clearly when 
powerful local stations are on? Will 
the cabinet harmonize with your other 
furniture, and is it carefully made? Is 
the construction inside the set precise 
and compact? What is the price in 
relation to performance? 
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By AUSTIN ARMER 


ODAY'S radio receiver, the brain- 

child of an army of researchers, 

engineers and business executives, 
invites a host of questions and specula- 
tions as to “How did it evolve into its 
present form?” Certain fundamentals 
hold true in any industry which deals 
with the commercial manufacture of an 
essentially scientific instrument. Very 
evidently the radio receiving set indus- 
try falls into this classification, and it 
will be the purpose of this article to out- 
line the factors which have led to pres- 
ent day design. 

Because the radio industry is so new, 
and because it has offered a glamorous 
appeal to capitalists anxious to reap 
quick returns, a great deal of the pro- 
gress in receiver manufacturing can be 
laid at the door of competition. Of 
course, competition between manufac- 
turers of any article is a basis for im- 
provement in quality and reduction in 
price. But there is a type of competition 
not at once evident to a casual observer 
of the industry, and this is the struggle, 
not between manufacturers of complete 
receiving sets, but between the suppliers 
of essential parts of these receivers. 

A few years ago, a firm manufactur- 
ing radio receivers was an organization 
built around a_ research laboratory, 
whose main object was to put into com- 
mercial form the fruits of the labora- 
tory’s efforts. Now, the radio manu- 
facturer has become primarily a sound 
business organization, still retaining the 
competent laboratory staff, but having 
the object of producing an article which 
will yield a profit. Consequently it de- 


volves upon the management to secure 
the vital parts of the instrument from 
sources which can offer the greatest 
satisfaction at the least cost. 

The parts usually purchased by the 
receiver manufacturer include loud 
speakers, power pack condensers, trans- 
formers, chokes, resistors and a_ great 
miscellany of small items such as sockets, 
potentiometers, escutcheons, knobs and 
other minor accessories. Realizing that 
almost without exception these parts or- 
iginate outside of the receiver manufac- 
turer’s plant, it is at once evident that 
the suppliers of these parts are not only 
in a great measure responsible for the 
successful operation of the completed re- 
ceiver, but in their struggle for commer- 
cial supremacy they have been the orig- 
inators of a great number of important 
design features. 

The electrodynamic speaker, at one 
time so costly to produce as to be im- 
practical except in the most expensive 
receivers, has become universally adopted 
even by the manufacturers of the most 
inexpensive sets. The reason for this is 
that the manufacturers of these speakers 
have depended for their very existence 
upon finding ways for reducing produc- 
tion costs without sacrificing perform- 
ance. Transformer manufacturers, deal- 
ing in an electrical unit known to the 
art for many years previous to the ad- 
vent of a-c receivers have made tremen- 
dous strides, not only in the refinement 
of their product to avoid service difh- 
culties, but have resorted to manufactur- 
ing methods which are a monument to 
the genius of production engineers. 
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The power pack condenser, at one 
time the weakest member of the a-c re- 
ceiver, has not only been perfected to 
the point where condenser breakdown is 
a thing of the past, but at the same time 
has been reduced in manufacturing cost. 
The condenser subject is one of particu- 
lar interest because when the parts man- 
ufacturers had reduced the cost of paper 
condensers to a minimum, and increased 
the safety factor to a maximum, it still 
remained for the electrolytic condenser 
to replace the paper condenser, purely 
because of its reduced production cost 
and freedom from service difficulties. 

Competition among the manufactur- 
ers of the small miscellaneous parts has 
been the keenest, largely because the unit 
of sale is small and quantities produced 
are very great indeed. For example, 
tube sockets, once eagerly sought by the 
home set builder, who willingly paid a 
dollar or so per socket, are now supplied 
to large users for a price ranging from 
five to six cents—and they are better 
sockets. 


Standardization 


NE might well be justified in asking 
() the question, “How can a receiver 
manufacturer build a product exactly in 
accordance with his own designs if he is 
forced to depend upon outside sources 
for the majority of his parts?” This 
question is not to be answered in one 
sentence. It is the question which has 
caused an endless amount of concern in 
the radio industry as a whole. Such or- 
ganizations as the American Standards 
Association, the Radio Manufacturers’ 
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Association and the Institute of Radio 
Engineers have put forth a most com- 
mendable effort in drawing up standard 
specifications for parts common to all 
radio receivers. Their efforts have stand- 
ardized dimensions and material speci- 
fications on all of the minor parts, and 
have laid down uniform standards of 
inspection and acceptance of major parts. 

In order to exemplify the part played 
by standardization in making possible 
the economical manufacture of a typical 
a-c receiver, let us examine a medium 
price chassis. 

In all probability the power pack will 
have an ’80 tube as a rectifier. It will 
have a pair of ’45 tubes in push-pull as 
the output stage. It will have a radio 
frequency amplifier, detector and first 
audio stage consisting entirely of heater 
type tubes, either three or four elements. 
Very evidently the entire description of 
the receiver thus far has depended upon 
accepted standards of tube design. The 
"80 type rectifier, designed to give a 
large current output with a fairly lim- 
ited voltage, made necessary the design 
of an audio power tube capable of high 
output at fairly low plate voltage. Thus 
the ’45 tube was a happy compromise 
between the ’71 type and the 210 type. 
having like the former a plate voltage re- 
quirement easily filled by the character- 
istics of the ’80 type rectifier, and vet 
giving a power output in excess of the 
210 type in order to satisfy the public’s 
demand for a wealth of undistorted vol- 
ume. 

Let us look further into the part 
played by the tube manufacturer. The 
80 tube, with its maximum rating of 
325 volts, made possible the universal 
adoption of the electrolytic condenser as 
a principal part of the filter system. A 
broad statement—yet a very true one, 
for the electrolytic condenser, by virtue 
of its fundamental chemical and electri- 
cal characteristics, cannot be made com- 
mercially to withstand voltages greater 
than those on the order of 350 (the 
typical electrolytic condenser will break 
down temporarily when subjected to 
peak voltages exceeding 425 volts). 

Thus we see how the tube manufac- 
turer has been instrumental in affecting 
a vital receiver part widely different 
from his own product. Let us discuss 
further the part played by the tube man- 
ufacturer. The electrodynamic speaker 
must have a source of power to magne- 
tize its field structure. The power re- 
quirement varies from 4 to 10 watts, 
and the ’80 rectifier, with its available 
output of approximately 30 watts, is cap- 
able of supplying the necessary field 
power, and still have an ample surplus 
to take care of the power tubes, radio 
frequency tubes, detector and first audio. 

But merely to supply the speaker field 
from the abundant power source offered 
by the ’80 rectifier has not been a sufh- 
cient accomplishment for receiver de- 
signers. The field structure of the elec- 
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trodynamic speaker is highly inductive. 
Therefore in the majority of receiving 
sets this feature is utilized in such a 
way as to eliminate one or even all of 
the choke coils in the power pack filter, 
and put to work the inductive feature of 
the speaker field. 

Thus far the design of the ’80 tube 
has not only made practical the use of 
the electrolytic condenser and dynamic 
speaker, but by their use the entire 
power pack has been immensely reduced 
in cost and improved in its operation to 
the point of requiring no appreciable ser- 
vice in the field. Further, it has not only 
made possible the use of the highly de- 
sirable electrodynamic speaker, but by 
its use has actually effected an economy. 


The Buying Public’s Part 


HE discussion so far has shown 

briefly the development of the im- 
portant units in the typical units in the 
typical receiving set. By this statement 
it must not be construed that radio fre- 
quency design, detector design, and 
audio amplifier design are not of vital 
importance to the successful operation 
of any receiving set. It merely points 
out that certain fundamental parts which 
constitute a considerable factor in the 
building of a complete receiver have 
been defined by tube design. 

Since any product comes into being 
as a result of the compromise between 
public demand and manufacturing abil- 
ity, it is of interest to touch for a mo- 
ment on the part played by the purchas- 
ing element -as represented by the gen- 
eral public. 

To the man whose nose is close to the 
grindstone there is some difficulty in ap- 
preciating that bit of Emersonian phil- 
osophy which tells us that the public will 
make a beaten path through the forest 
to the cabin of the man who has built 
a better mousetrap. Perhaps if the 
adage had also said, “at a lower price,” 
this truism would perfectly describe the 
public’s relation to receiving set design. 

The man who buys a radio set is con- 
concerned only with a few fundamentals. 
First of all he wants a musical instru- 
ment capable of faithful reproductions 
of the broadcast programs. This faith- 
fulness defines his pleasure in listening 
to his receiving set. Further, he wants 
those features in r-f design which give 
him freedom from interference due to 
poor selectivity, and a reasonable amount 
of distant reception. The latter feature 
is a function of the buyer’s location. It 
is not so marked in urban localities, but 
becomes an essential consideration when 
the buyer is located at a distance from 
broadcast stations. Then there is the 
matter of eye value, for several years 
have passed since Mr. Public was con- 
tent to give house room to an agglom- 
eration of scientific gadgets, which at- 
tracted a great deal of curiosity and 
dust. Thus the furniture manufacturer 
plays a vital role in this little drama. 
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Assuming for the moment that the 
buyer’s first concern is that his radio set 
shall bring the programs to him with 
life-size volume, the radio manufacturer 
must meet this requirement by supplying 
him with power tubes capable of putting 
forth great energy and a loud speaker 
capable of handling this energy without 
distortion. Thus we see that the buying 
public has played as important a part as 
the tube manufacturer in bringing forth 
the *45 tube and the _ electrodynamic 
speaker. 

Part of the requirements of the man 
who is paying out his hard-earned money 
for a radio receiver is that the repro- 
duction shall be free from extraneous 
noise, and who knows better than the 
radio salesman or service man that a-c 
hum has been until recently the bane of 
light-socket operated receivers? How 
has hum been overcome? Again refer 
to the efforts of the tube manufacturer. 
He has made feasible the electrolytic 
condenser, which is a brute force filter 
of the highest type. He has supplied 
ample plate current to take care of °45 
tubes in push-pull. And push-pull op- 
eration means more than augmented 
audio power. It means an automatic 
elimination of that hum which results 
from ripple voltages existing in the grid 
or plate potentials supplying the power 
tubes. 

Still another case where public de- 
mand has spurred the circuit designer 
and tube engineer to greater efforts lies 
in the field of distant reception. They 
have brought forth the tuned radio fre- 
quency circuit with cascaded amplifica- 
tion, the superheterodyne, and more re- 
cently the four element or screen grid 
tube in order that all of the circuit ad- 
vantages could be utilized by the asso- 
ciated tubes. 

In summing up the part played by the 
public, we may well credit this factor 
with the -responsibility for having 
brought into being present day per- 
formance, for thus have the engineers 
been obliged to create lifelike realism of 
tone, freedom from undesired noises, 
sensitivity and selectivity. 


The Large vs. the Small Radio 
Manufacturer 


i ip man who buys a receiving set is 
concerned not only with the per- 
formance of the set he buys, but with 
the background made up by the manu- 
facturer’s stability and his ability to pro- 
vide service. The automobile industry 
has taught the buying public the mis- 
fortunes attendant to owning an orphan 
car. The orphan radio set has been no 
less a problem. Knowing this, the pros- 
pective buyer will rarely purchase a re- 
ceiver without investigating the business 
stability of its manufacturer and sales 
representative. 

There is one lesson which the buyer 
may not have learned. That has to do 

(Continued on Page 58) 
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APPLICATION FOR DEALER FRANCHISE 





Gray & Danielson Mfg. Co.., 
2101 Bryant St., San Francisco, Calif. 


Send details on the REMLER franchise to me im- 
mediately. 


Name 


Address 








RADIO PERSONALITIES 









A. ATWATER KENT, President of the 
company which bears his name. 








C. HART COLLINS, Merchandising LEROY STAUNTON, Assistant to Man- 
Manager of the Radio Department ager, Radio Department of Westinghouse. 
of Westinghouse. Mr. Collins is.one He will be remembered as Advertising 
of the original group of founders of and Sales Promotion Manager of Brandes 
the British Broadcasting Co. and Kolster from late 1922 until 1927. 


owe Crosley Jr {r ght) and 
Capt. William S. Brock. Mr. Cros 
ley has just purchased the plane 
which Capt. Brock used last June 
when he established a new round 


1000 feet under ground. Cros- 


trip transcontinental record from ley radio set at Lookout Moun 
Jacksonville, Florida to San Diege tain Cave. Good reception was 
California, and return reported. 


Steinite. Plans are nearing com 
pletion for an entirely new Stein 
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— MANUFACTURERS FOR EIGHT YEARS 























Mr. and Mrs. C. M. Lee, Christian-Chinese couple of Singapore, S. S., and 
Hong Kong, China, as partners in one of the Orient's largest Importing and 
Exporting firms, spend a week in Chicago studying production, sales and 
advertising methods used by the Transformer Corporation of America, 
manufacturers of Clarion radios, which they distribute throughout the Straits 
Settlements and China after redressing the Clarion chassis in expensive Teak- 
wood cabinets io meet the approval of high-class Chinese trade. Left to 
right: Mr. W. E. Hall, Advertising Manager; E. J. Dykstra, Sales Manager; 
Mrs. C. M. Lee, Mr. Lee, and Arthur Maybrun, Export Manager, discussing 
construction points of Clarion chassis. 


CLARION CARTORES SSeS Ieeaee 











Summer excursionists on Lake Michi- 
gan steamers are made agreeably 
familiar with the new Clarion radio, 
manufactured by the Transformer Cor- 
poration of America, located in Chi- 
cago, when one of the Clarion's fleet 
of 32-foot yawls with auxiliary motors 
comes alongside to serenade with local 
and ony cakes programs greatly 
amplified. 


PHILCO anole GREET SYMPHONY LEADERS 













PHILCO'S De Luxe combine- 
tion, the Concert Grand with 
9-tube screen-grid plus chas- 


sis. $350.00, less tu 














J. M. Skinner, Vice-President and 
General Sales Manager of PHILCO, 
greets Leopold Stokowski, conduc- 
tor of the Philadelphia Orchestra. 
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Left to right: Sayre M. Ramsdeli, 
Sales Promotion Manager of 
PHILCO, and Howard Barlow, Di 
rector of the Great Philco Sym- 
phony Orchestra. 


Left to right: E. B. Lovernan, Advertis- 
ing Manager of PHILCO; Sayre M. 
Ramsdell, Sales Promotion Mana er; 
E. Peyton, Secretary of PHILCO. 
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THE MAJESTIC De-Luxe Compact | 


Not, strictly speaking, a 
midget set,'' but it serves 
this purpose. Known as 
Model 52. The price is 
$112.50, complete with 
tubes. Super-Heterodyne 
circuit .. . with a stage of 
radio frequency, an oscil- 


ee Pe aaa ae 
LITTLE SETS Now Made by Big Manufacturers 


THE CLARI 


Transformer Corpora- 
tion's newest creation. 
Sold complete with 
matched CLARJON 
TUBES for $47.50. 


Has tone control; full elec- 
tro-dynamic speaker, push 





ON JUNIOR 


pull 2-45's; triple screen 
grid radio frequency am- 
plifier; screen grid power 
detector; phonograph 
jack; local-distance switch 
and illuminated dial. 





| 
i 


lator, a first detector or 
"mixer, an intermediate 
stage, second detector 
and push-pull audio. Eight 
tubes, including rectifier. 
Electro-dynamic speaker. 
Volume and voltage con- 


trols. 












































THE ALL-AMERICAN LYRIC 


Anew LYRIC Table Model 
of the ''midget"' design. A 
six-tube receiver, includ- 
ing three screen grids, one 
‘80 and two ‘45's. Three 
gang condenser. List 
price, $74.00, less tubes. 


-and the PHILCO BABY GRAND 


A complete, compact radio set in Gothic design. 
Has PHILCO electro-dynamic speaker, seven tube 
screen grid chassis with double-tuned input circuit. 


Sold with seven PHILCO tubes. Priced at $49.50, 


less tubes. 



















NATHANIEL BALDWIN . 
Apps New HiGHBOy MODEL 


A new highboy has been added to the Nathaniel 
Baldwin line which may be had in either of two 
styles—with or without Remote Control. These 
new highboys are 48!/,” high and are in walnut 
consoles of the open face type. The highboys 
carry a seven-tube chassis, using triple screen grid 
circuits, push-pull amplification and an oversize 
electro-dynamic speaker. Model 90, which is the 
standard model and which uses 3-224; 2-227 and 
2-245 tubes, without tubes, lists at $145.00. Model 
9! is similar except that it is a Remote Control 
model, in other respects identical to Model 90, 
and this lists at $175.00, less tubes. 


SILVER MARSHALL RADIO 
PLAYS FOR 8760 HOURS...AND STILL GOING! 


Aviation hasn't been setting the only endurance records in 
Chicago this summer—for on July |Oth at 5 P.M. a Silver 
Marshall Model 30A chassis had played continuously, 
<n ae hours a day, for one year—8760 hours! And 
it's still going; not a single part being replaced in the whole 
year with the exception of two tubes. 






































































The set was originally started not for a record but to prove 
& power-pack argument between M. C. Lanmon, the test 
ing chiet, and McMurdo Silver, President. 


The receiver is on exhibition at Silver-Marshall's main office 


640! West 65th Street, Chicago. 











The Bosch Radio Model 84 for a! 
cabin boats, is contained in a solid 
mahogany cabinet distinctly naut 
ical in its design. It is a single sta- 
tion selector receiver, with volum« 
control,.illuminated dial and on and 
off power switch. Price, less tubes 


and batteries, $80.00. 


Sree aed 





The chassis in both 
The new Bosch 
radio models 80 
and 84 for all 
boats is extremely 
compact. It is a 
5-tube receiver, 
four of which are 


the latest screen- 
The new Bosch Radio Console 58 = grid type. 


“A.” List price, complete with 
chassis and ten-inch electro- : ini 
Testing Bosch radio receivers on dynamic speaker, less tubes, The tuning control unit of the Bosch Radio Model 80. The unit has 
special conveyor assembly and test $144.50. (Slightly higher in the illuminated dial, single station selector, lock switch and volume contro! 
line in Plant ''B" at Springfield, Mass. Far West and Canada.} Price, complete with receiver, speaker, ''B' batteries and container 
tubes, and wiring materials, $140.00. 
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INTRODUCED TWO MONTHS AGO 
THOUSANDS ALREADY SOLD 



























































TONE TEST DEMONSTRATION RECORD 


4 








Pigs ‘ee a Ney 

‘3 4 “7 Let your prospective customers iudqe the merits 
| of a receiver by means of the TONE TEST DEM 
| For the ONSTRATION RECORD .. . a six-minute re 


cording of the hard-to-reproduce musical notes. 

This record is a sales builder—a profit maker. 
D E A 43 C R An automatic salesman. An altogether unique 
and different form of demonstration. Why jump 
from station to station when this record tells 
the listener all he wants to know—lets him hear 
for himself how faithfully the receiver responds 








to the lowest and highest notes? 


For the Convince your dealer prospects that YOUR re 


a: ceiver gives faithful reproduction by means of 
f the Tone Test Demonstration Record. You can | 
in hig JOBBE 6 do as other jobbers are doing—PROVE the | 
, performance of the receiver by using this re« | 
y: ord. Make comparative tests. Carry these 
ie records in stock for your dealers. | 
" 
ve 
st For the Take the Tone Test Demonstration Record with 


you when you call on a prospect. Let him listen 


to this automatic demonstration in his own 

SALE S - home. The voice of the speaker, which is re- 
corded on the record, tells the listener what 

M A N each demonstration means. The flute, piccolo 
drums, orchestra bells, male and female singing 

voices, organ selections and other musical tests 

are on this record. It is entertaining as well as 


USEFUL. 


For the SERVICE MAN 


When the very low notes which are recorded on this recor: 
are played, loose parts in a cabinet will start into vibra 
tion. And the high shrill notes show up loose parts in 
the metal chassis. A six-minute playing of this rec 
ord will enable you to put a receiver into proper 

shape before it goes on the 
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RADIO”. 


428 Pacitic Building 


San Francisco, California. 


sales floor. Service men tell Here is $ n tull pay 
a us that this record is a real si ' . 
, ‘ ‘ men or rone iest vem 
time saver and a simple 
O O E A ( i4 means for detecting onstration Records. Shipment 


is to be made at once—POST 
PAID. Prices: $1 00 eacn, or six 
for $5.00) 


faults. 





POS TPAITD 


Name 


Street and No. 





or.a Standard Package of 
SIX RECORDS for $5.00 
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Duane Wana- 
maker, Vice-Presi- 
dent Grigsby- 
Grurow Co. and 
Majestic House- 
hold Utilities 
Corp. (at left) and 
a friend from the 
East spend their 
vacation at Atlan- 
tic City. 
































i MAJESTIC AUTOMATIC ELECTRIC RE- 
FRIGERATOR with Anita Page, M. G. M. 
|| star, presiding as hostess. 






Majestic 
| Left: MAJESTIC Window Display at Loop 
| Store in Chicago draws big crowd. The Ma- 
| jestic radio set used by Hunter Bros. on 
| world's endurance flight is to be exhibited 

in as many windows as possible. It is shown 
| here in an elaborate setting. 































































Left: Commander E. F. McDonald, Jr.. 


ae ednaeeee President of ZENITH 


‘McDonald's palatial yacht 










ZENITH em- 
ployees aboard 
1) the "MIZPAH" 


ZENITH Model 72 as guests of 


Commander 





















ZENITH Model 7! 
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Getting Those 
Overdue Accounts Paid Up 


By FRED E. KUNKEL 


s it possible to reduce the loss from 

bad accounts to an absolute mini- 

mum? When this question was put 
up squarely to a successful radio dealer 
recently, the answer was, “Yes, if you 
use the right amount of persistence, con- 
tinuity and insistence, tempered with 
mild-scented tact. This reduced to a 
more commonplace formula means: 


“First—The collection methods must 
bring home the bacon, without resorting 
to legal action and unnecessary expense, 
and without leaving a bad taste in the 
customer’s mouth as a result of your 
extractions. 

“Second — The campaign must be 
waged consistently and persistently from 
the ‘drop of the hat’ and yet so adroitly 
handled that the debtor will not be of- 
fended but will become a good-pay ac- 
count afterward. 

“Third — The moment the account 
becomes overdue it must be set aside for 
special attention and then followed up 
regularly at five and ten-day intervals. 


“This prescription generally cures. It 
must, however, be compounded in true 
pharmaceutical style, certain very im- 
portant ingredients accompanying the 
mixture. 

“The trouble with most men is that 
they have vinegar in their veins. “They 
can’t distinguish between ‘slow-pays’ and 
‘dead-beats,’ so they apply the same 
remedy as a cure-all. My method sifts 
the ‘dead-beats’ from the ‘slow-pays’ by 
a gradual weeding out process. 


Never Let an Account Grow Whiskers 


| NEVER let an account grow whiskers 
on it. While slow-pays must be 
brought to time and dead-beats quickly 
spotted and severely dealt with, it is 
not a good plan to relegate every 
overdue account to the dead-beat class, 
or to send each and all of the delin- 
quent accounts a hum-dinger of a collec- 
tion letter. Those who have sufficient 
honesty will pay their bills eventually. 
All you have to do is to keep continu- 
ally after them in a friendly vein until 
they are paid up in full. 

“Slow-pays have potential sales possi- 
bilities for the future. There is no 
use scratching them from the ledger 
simply because they don’t pay promptly. 
There may be some reasonable excuse. 
So I find out first if there is. It costs 
something to get good customers on the 
books, so I keep them there until I am 


satisfied they are no longer entitled to 
credit. 

“Tf I can get them to explain their 
delinquency I’ve got a stranglehold on 
their business and I maintain their 
friendship. I get the money eventually, 
if not sooner, than I would otherwise. 
And by keeping constantly after over- 
due accounts and handling them so 
adroitly that they cannot take offense, 
they will not only pay up but become 
good customers afterwards. It is hu- 
man nature to pay your more insistent 
but more tactful creditors first.” 

The plan which this radio dealer uses 
in discovering the slow-pay and dead- 
beat accounts is as simple as it is effec- 
tive. Just as soon as an account becomes 
delinquent the monthly statement is 
made out on yellow duplicates and the 
extra copies placed in a follow-up jacket 
for consecutive attention. Every ten 
days after the original statement is 
mailed, out goes one of the duplicate 
Statements with a sticker attached, un- 
til four have been mailed. Then follow 
three letters. The net result of this 
campaign is a general clean-up with but 
few accounts left over for suit or the 
profit and loss account. 


Stickers and Letters Get Results 


UMMED stickers are used, printed 

in red, on a white background, 
with a heavy blue border. All letters 
are typewritten because it was found 
that slow-pays were accustomed to 
printed form letters and seldom paid any 
attention to them. 

Any one of this chain of go-getters 
can be counted on to bring in results. 
As the chain progresses the follow-up 
jackets becomes gradually unburdened 
of unpaid accounts. It is very seldom 
that the last letter of the series has to be 
mailed. But when it comes down to 
that it shows the dead-beat up, while 
the slow-pay has come across either with 
a check or a perfectly satisfactory expla- 
nation. 

First Sticker 
PLEASE TAKE NOTICE 

That this account is now being carried on 
our books as not paid on due date. Can't 
vou send a check by return mail, or at least 
explain when we may expect payment? 

Second Sticker 
WE HAVE BEEN WAITING 


Most patiently—to receive your check, 
now overdue. Won't you please mail it to 
us immediately or explain why you are not 
making your usual prompt settlement and 
thus maintaining your reputation for prompt 
pay? 
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Third Sticker 


YOU HAVE FAILED 
To pay your account promptly, and we're 
growing more and more impatient over your 
unexplained delay. Why haven't we heard 
from you? Please don’t keep us waiting any 
longer, but send your check in today in the 
enclosed envelope. 


Fourth Sticker 
SAY! 

If you don’t pay this account soon, whis- 
kers will start growing on it! You've got 
a check handy right now, so here’s the magic 
pin—Get Busy, Please! 

(A pin is stuck into the bill through the 
sticker.) 

The balance of the accounts which 
fail to respond to stickers are now ap- 
pealed to in the form of personally type- 
written letters, mailed at ten-day inter- 
vals: 

First Letter 

“We don’t know whether you have been 
sick, absent on an extended vacation trip, or 
whether you have just plumb forgotten all 


about that little bill of ours for $ . 


“Now, if you will just write us your check 
for all the bills we have been sending you, 
we will call it square at $.............. ; (nam- 
ing the amount actually due), without in- 
terest. 

“That's fair enough, isn’t it? And that 
will not only put you completely at ease, 
but it will also put us out of our misery! 
What do you say?” 


Second Letter 

“Say! It’s some job to write two good 
sales-collection letters in a row! It is a 
trying thing to have to sit down to write you 
a letter which will not only bring home 
the bacon, but also keep you in friendly good 
humor. 

“But, imagine my chagrin at not receiving 
your check promptly after I sent you the last 
letter! I thought surely it would bring you 
back—back into the fold for more business, 
plus a check. But you failed me completely. 

“Now, please don’t disappoint me again! 
You can save us both untold embarrassment 
by sending in that check today. End my 
suspense now—don’t wait again until to- 
morrow, and then watch me smile all over, 
for my faith in you will be well founded. 
It’s your move!” 


Third Letter 

“Well, it's happened! You've done it 
now! 

“You have failed to answer my friendly 
summons and now it is going to be necessary 
for me to resort to a legal summons. You 
have not called me up, written me about 
your account, or come in to ask for an ex- 
tension, 

“But I have a certain way of judging 
people, and my judgment of you is that 
you’re Sguare—with a big capital “S,” and 
I'm just going to hang on to that opinion 
until Friday the Thirteenth. If you don't 
send in your check by that time—well, you 
know the rest. It’s up to vou now!” 


Needless to say, this ends it. For it 
the customer does not come in to ex- 
plain his delinquency or to make a par- 
tial payment, it is time to sue or charge 
off the account to profit and loss. Thus 
the scheme automatically separates the 
dead-beats from the slow-pays. 






_ 








‘Radtotorial (somment 


By the Editor 


ANY an otherwise modern home has an an- 
M cient radio. It still works, after a fashion, and 
is allowed to remain. Realizing that it should be 
replaced by a modern set, the several associations that 

are sponsoring National 
The Modern Home Radio Week toward the 
Demands end of September have 


A Modern Radio adopted the slogan which 
entitles this comment. 


It is a good slogan and should be effective in boosting 
sales if every radio dealer will tie in energetically with 
it. Undoubtedly many good arguments will be pro- 
vided in order to stimulate sales, somewhat along the 
line of those which are presented below. 


The two outstanding advantages of the modern 
radio are its convenience and its better tone quality. 
It requires no attention other than the throwing of a 
switch to supply power, the turning of a dial to tune 
in a station, and the adjustment of volume, and even 
these simple operations can be performed automat- 
ically if desired. There are no multiplicity of con- 
trols, no unsightly wires, and no troublesome bat- 
teries. 


The modern radio gives a natural reproduction of 
voice and music instead of the distorted reproduction 
that characterizes the ancient radio. While some 
prospects can be convinced of this fact by a store dem- 
onstration, the majority need a side-by-side demon- 
stration in order that the tonal defects of their dear 
old familiar squawker can be realized. 

The modern radio employs power tubes and an 
electro-dynamic speaker. It reproduces either radio 
or phonograph music and in some cases records voice 
or music for future reproduction. It is operated di- 
rectly from the a-c power which is supplied to the 
modern home. It may have automatic remote con- 
trol of tuning, of volume or of tone. It is equally 
sensitive and selective throughout the broadcast 
range and is faithful in the reproduction of all tone 
values. Finally it is obtainable in a cabinet which 
will harmonize with the furnishings of the modern 
home. 

The conclusive argument, however, not only for the 
replacement of ancient radios, but also for the intro- 
duction of radio where it is not now used, is the pro- 
gram that may be heard. Radio has made it unneces- 


sary for a family to seek for entertainment away from 
home. It has brought back the family life whose 
absence is so often deplored. It has replaced the 
proverbial fireside as the center of modern home life. 
It is outlawing the cynical definition of a home as a 
place where you change your clothes to go some other 
place. So the modern home does demand a modern 
radio. 


VERY large radio manufacturer employs a sales 
promotion department whose duty is to supply 
literature and display material which will assist the 
dealer in selling the product. Every distributor em- 
ploys salesmen, part of whose duty is to 
Dealer _ induce the dealer to use these helps. Yet 
H elps every dealer’s shelves are cluttered with 
such helps, unused. Millions of dollars 
are spent for dealer helps, and perhaps not ten per 
cent of them are effectively used. A visit to almost 
any radio store in almost any town will verify the 
truth of this statement. 


Why is the dealer so apathetic about using this 
material? Granting that he might be lazy, and admit- 
ting that most of this “help” is forced upon him when 
he has not sent out an SOS for it, there must be some 
good reason why even the most unprogressive dealer 
does not avail himself of what is intended to help him 
in his business. Nor, all too often, is the reason hard 
to find. 


The average material of this sort, while it gets in 
one lick for the dealer, gets in nine licks for the manu- 
facturer. It is primarily a help for the manufacturer, 
and only secondarily a help for the dealer. Its main 
function is to sell the manufacturer’s product. It 
places little or no emphasis upon the store and its ser- 
vice. Nothing is done to add to the dealer’s prestige. 
He is apparently nothing but a retail outlet for the 
manufacturer. 


Of course it may be argued that the dealer ought to 
look out for himself in these respects. But that is 
where the average dealer really needs help. For in- 
stance, he may need a booklet to be slipped into every 
set that he sells, advising the customer how to take 
care of minor service troubles and where to go for 
correction of major ones. This booklet should be im- 
printed with his name and not that of the manufac- 
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turer. He may need advice on how to attract cus- 
tomers to his store, how to handle collections, or how 
to keep his books. 


Yet how few manufacturers have sensed these real 
needs! How few of them are helping the dealer to do 
anything except to sell their own products! How 
few of them have studied the needs of individual deal- 
ers, or even of various classes of dealers, when they 
dump mass production of so-called dealers’ helps into 
stores where they are more often a hindrance than a 
help! 


HE latest idea to be employed in the campaign 
T against interference to radio reception is to estab- 
lish a rogues’ gallery of the offenders. This gallery 
consists of pictures of the characteristic form of inter- 

ference that is produced by each 
Pictures of kind of electrical equipment. These 
Interference pictures are taken with an oscillo- 

graph and are used as a basis for 
comparison with any disturbance that is seen in an 
oscillograph while the interference is happening. As 
each kind of interference causes a different form of 
wave it is thus possible to recognize what kind of a 
device is responsible. Thereafter the interfering device 
can be located and the necessary filter or shield applied. 


This method was developed by two engineers at the 
Iowa State College and is described in the July “Pro- 
ceedings” of the Institute of Radio Engineers. While 
an experienced investigator can often determine the 
source by its characteristic sound, he is unable to de- 
scribe it well enough so that an inexperienced man 
can do likewise. So this method of “finger-printing” 
the rogues makes it easier to find them. 


The same authors find that satisfactory reception 
is not possible when the noise is produced from a 
source whose field strength at the receiver is greater 
than 1 microvolt per meter, which is the intensity 
required to produce a standard output from a very 
sensitive receiver, and which is also the average level 
of summer static. By increasing the power of a broad- 
cast station its field strength is correspondingly in- 
creased at any location. For this reason it is possible 
to receive a powerful nearby station without notice- 
able interference when the noise would drown out a 
distant weak station. 


oo. common usage is making a guaranty 
synonymous with a warranty, radio business 
men should be on guard against the indiscriminate 
use of these terms. A guarantee is a promise to answer 

and be responsible for somebody’s 
A Guaranty debt or default. A warranty is 
Not a a seller’s assurance that certain 
Warranty facts regarding a purchased article 

are exactly as declared or prom- 
ised to be. Thus a guaranty has to do with the pay- 
ment of money for an article or service, while a war- 
ranty is concerned with the fitness of the article or 


service. Some smart lawyer may use this distinction 
in meaning as a means for evading the provisions of a 
manufacturer’s “guarantee.” The confusion in the use 
of these two words throughout the radio trade is 
amazing. 


N IMPORTANT consideration in the general 
question of whether a dealer should confine 
himself to one make of radio or handle several, is 
the amount of protection which the manufacturer or 
jobber gives to the dealer. If 
Exclusive he is to handle one set ex- 
Representation clusively, is he to be the only 
dealer in his territory? Is he 
to be protected against any sudden price cuts or 
changes in models? Is he to be helped by factory ad- 
vertising which covers his territory? Will the manu- 
facturers codperate in the disposal of trade-ins? Is 
the dealer given adequate help in servicing? Can he 
be assured reasonably permanent representation if his 
sales are reasonably large? If the answers to all these 
questions are in the affirmative, a dealer may be justi- 
fied in confining his sales efforts to one lie. 





HILE no tube manufacturer has yet offered 
Wi present people with free radio sets so as to 
stimulate the demand for tubes, this form of self- 
interested public service is not an utter impossibility, 

especially with the development of the 
Free cheap midget set. The big profits in the 
R a dio radio business come from the sale of tubes, 
Sets? just as in the razor business they come 

the sale of blades and soap, or in the 
camera business from the sale of films. What with 
shoe manufacturers encouraging the construction of 
footpaths and automobile manufacturers boosting for 
better roads, both of which take people away from 
home, the radio dealers’ only present argument to 
keep them at home is that the public is getting a 50 
million dollar broadcast show this year for the price 
of a receiving set. 


HERE are tricks to all trades,” even in radio. 
One of these is to connect two receivers to the 
same aerial and ground during a demonstration, the 
demonstrator’s favorite having a tuned input and 
the other an untuned an- 
Fair tenna system. While the 
Demonstrations unfavored set is being dem- 
onstrated the other inopera- 
tive favored one may be tuned to the same station 
so as to absorb some of the station energy, thereby 
causing a poor sensitivity and selectivity showing in 
the unfavored set. Then when the favored set with 
the tuned input is demonstrated it will make a better 
showing because it is not robbed of part of its energy. 
The fair demonstrator uses a double-pole, double- 
throw switch so as to give each receiver the benefit 
of a single aerial. 
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—_———————_TUBES—_—_—__—_—___ Phone PRICE 
MAKE RF AF Rect. Jack East West 
ACME 
88 . 3-°24 27 1-'27, 2-"45 80 Yes * 135.00 135.00 
88 . 3-24 1-"27, 2-°45 *80 Yes 155.00 155.00 
ALL-AMERICAN 
LYRIC 
11-D 2-24 °24 1-’27, 2-'45 80 No 99.50 99.50 
POE nx scobe 3-"24 "24 1-’27, 2-"45 "80 Yes 114.50 114.50 
19-D . 2-24 °24 1-"27, 2-'45 80 No 119.00 119.00 
19-H 3-24 °24 1-'27, 2-45 80 Yes 134.00 134.00 
29-D 2-24 "24 1-'27, 2-'45 "80 No 139.00 139.00 
29-H 3-24 24 1-'27, 2-'45 "80 Yes 154.00 154.00 
*39-D . 2-24 °24 1-'27, 2-'45 "80 No 199.50 199.50 
*39-H . 3-24 «=—°24 1-27, 2-'45 80 Yes 214.50 214.50 
69-H . 3-84 °24 1-"27, 2-°45 "80 Yes 184.00 184.00 
Bat 2-32 32 1-'30, 2-31 * No 99.50 99.50 
AMRAD 
{Rondeau 3-24 ‘'24 2-'45 "80 Yes 150.00 150.00 
t*Sondo ..... 3-'24 °24 2-'45 *80 240.00 240.00 
ANDREA FADA 
> sasthias 3-24 2-27 1-"27, 2-45 "80 Yes 218.00 218.00 
eee, 3-'24 2-27 1-'27, 2-45 "80 Yes 159.00 159.00 
44... ... 3°24 3-837 1-°27, 2-°45 "80 Yes 188.00 188.00 
46. ---. 3-°24 2-°27 1-°27, 2-45 "80 Yes 228.00 228.00 
°47 SM Ore 1-"27, 2-45 80 Yes 328.00 328.00 
+APEX 
27 Midget ... 2-'24 °27 45 "80 No 59.50 59.50 
30 Automobile . 2-'24 °26 "OA, "714 “6 No 79.50 79.50 
28A (60 cycle) 3-'24 °27 1-'27, 2-'45 *80 No 105.00 109.50 
28AX (25 cye.) 3-'24 "27 1-"27, 2-"45 "80 No 109.00 113.50 
31B (60 cycle) 3-'24 ‘27 1-27, 2-45 80 No 127.50 135.00 
31BX (25 cye.) 3-'24 "27 1-’27, 2-'45 "80 No 131.50 139.00 
31C (60 cycle) 3-'24 °27 1-'27, 2-'45 80 No 175.00 182.50 
31CX (25 eye.) 3-'24 °27 1-"27, 2-'45 "80 No 179.00 186.50 
31D (60 cycle) 3-'24 °27 1-"27, 2-"45 "80 No 185.00 192.50 
31DX (25 cyc.) 3-"24 °27 1-’27, 2-45 "86 No 189.00 196.50 
30 (Automobile) .... “ft haha acai ‘A ho 75.00 75.00 
54 (Bat.) . 224 °26 = 1-O1A,1-’71A No 95.00 99.50 
55 (Bat.) . 2°24 °26 1-014, 1-"71A No 58.00 60.00 
ATWATER KENT 
70 . 3°24 °27 1-’27, 2-45 "80 117.00 125.00 
ha . 3-24 "27 1-’27, 2-°45 "80 125.00 131.00 
*75 . 3-24 «86°27 1-"27, 2-'45 80 195.00 205.00 
76 . 3-24 27 1-"27, 2-°45 "80 145.00 152.00 
AUDIOLA 
60 ee | ee 2-'45 *80 No 97.00 104.00 
70 3-'24 27 2-"45 "80 No 107.00 111.00 
80 3-24 °27 2-45 "80 No 119.00 125.00 
BOSCH 
58A (60 cycle) 3-'24 "24 1-27, 2-'45 "80 No 144.50 148.50 
59A (25 cycle) 3-24 '24 1-27, 2-'45 "80 No 144.50 148.50 
58B (60 cycle) 3-'24 ‘24 1-'27, 2-'45 80 No 159.50 163.50 
59B (25 cycle) 3-'24 "24 1-"27, 2-'45 "80 No 159.50 163.50 
T60D (60 cyc.) 3-24 ‘24 1-'27, 2-'45 80 Yes 195.00 199.50 
T61D (25 cye.) 3-24 "24 1-'27, 2-'45 80 Yes 195.00 199.50 
63D (DC) .. 3-'24 "24 1-’27, 2-°45 - Yes 195.00 199.50 
T60E (60 cye.) 3-24 ‘'24 1-"27, 2-'45 "80 Yes 250.00 257.50 
TG61E (25 cye.) 3-'24 "24 1-"27, 2-°45 "80 Yes 250.00 257.50 
T63E (DC) 3-24 24 1-27, 2-'45 ee Yes 250.00 257.50 
tAutomobile .. 3-"24 ‘24 "12A No 140.00 140.00 
Motorboat 3-24 24 124 No 80.00 80.00 
BROWNING- 
DRAKE 
69 ....2-'24, 2-'27 ’24 1-"27, 2-'45 80 Yes 129.50 139.50 
t70 hh, 1-’27, 2-'45 "80 Yes 159.50 173.50 
$71 OR See 1-’27, 2-'45 80 Yes 192.50 210.50 
§70-R .. 3°24 °24 1-’27, 2-"45 80 Yes 229.50 243.50 
$§71-B . 3-24 "24 1-’27, 2-"45 "80 Yes 262.50 280.50 
BRUNSWICK 
15 3-24 24 2-45 "80 Yes 139.50 139.50 
22 + ae 24 2-'45 "80 Yes 170.00 170.00 
*31 . 3-24 48=—°84 1-’27, 2-'45 80 ch 185.00 185.00 
942 3-24 "24 2-45 80 A ok pebetinn Gas 
46 








io Receivers 















































TUBES —~\ Phone PRICE 
MAKE RF AF Rect. Jack East West 
CARDON 
PHONOCRAFT CORP. 
TE sepsces 6-484 484 1-484, 2-183 80 275.00 294.50 
eer 6-484 484 1-484, 2-'27, 
2-183 2-81 580.00 595.00 
CLARION 
(Transformer Corp. of America) 
BOSE cwses 3-'24 "27 1-"27, 2-'45 *80 Yes 109.00 00 
ee 3-"24 27 1-’27, 2-'45 "80 Yes 129.00 129.00 
oo eee 3-"24 27 1-’27, 2-'45 "80 200.00 200.00 
COLONIAL 
Princess ..... 2-24 °’24 1-27, 2-’45 "80 Yes 129.50 129.50 
Mayflower .... 2-"24 °24 1-'27, 2-"45 "80 Yes 139.50 139.50 
Windsor ..... 2-’'24 °24 1-"27, 2-"45 *80 Yes 149.50 149.50 
Remote Control at $34.00 extra. 
COLUMBIA 
ae waves 3-"24 "24 1-’27, 2-'45 "80 Yes 145.00 145.00 
- Ee 3-24 °24 1-’27, 2-'45 "80 Yes 185.00 185.00 
990 Automatic Phonograph only 295.00 295.00 
ME shsweis 3-'24 "24 1-’27, 2-'45 *80 350.00 350.00 
CROSLEY 
26H (Bat.).. 2-"22 ‘12A 3-"12A No 45.00 45.00 
26) (Bat.).. 2-"22 °’22 2-112A No 84.50 84.50 
26K (Bat.).. 2-'22 ‘22 2-112A sail No 88.50 88.50 
Buddy ..... - "45 "20 No 64.50 64.50 
eae 2-"24 °24 "45 "80 No 75.00 75.00 
. gC are 2-'24 °24 "45 "30 No 69.50 69.50 
Partner (Bat.) 2-'22 ‘12A 3-"12A - Yes 88.50 88.50 
= See 2-'24 °24 2-'45 *80 7 137.50 137.50 
tDirector .... 2-"24 ‘24 2-'45 "80 Yes 107.50 107.50 
Roamio (Auto) 2-’'24 ‘27 2-’12A a No 75.00 75.00 
EDISON 
eer 3-'27 27 1-’27, 2-45 "80 Yes 215.00 223.00 
| kee 3-27 ‘27 1-"27, 2-'45 "80 Yes 175.00 177.00 
pe Pe 3-27 °27 1-’27, 2-°45 "80 e6 325.00 336.00 
| ee 3-°24 °27 2-'27, 2-'45 "80 Yes 297.00 306.00 
DW téseasns 3-24 27 2-'27, 2-'45 "80 Yes 268.00 270.00 
GENERAL ELECTRIC 
Lowboy .. 3-'24 1-27, 1-'24 2-'45 "30 Yes 142.50 142.50 
|| Highboy .3-'24 1-'27, 1-'24 2-'45 "80 Yes 179.50 179.50 
*\\Comb. .. 3-24 1-’27, 1-’24 2-'45 "80 285.00 285. 
GENERAL MOTORS 
Heppelwhite . 3-24 ’27 1-27, 2-"45 "80 Yes 136.00 
Sheraton . 8-24 "27 1-'27, 2-45 "80 Yes 152.00 152.00 
. . ar 3-24 °27 1-27, 2-"45 "80 Yes 175.00 175.00 
*Queen Anne.. 3-'24 ‘27 1-’27, 2-°45 "80 “> 198.00 
“Georgian ... 3-'24 ‘27 1-’27, 2-’45 "80 270.00 270.00 
GRAYBAR 
ne +226 3-'24 1-’27, 1-"24 2-'45 "80 Yes 142.50 142.50 
{770 ..... 3-"24 1-"27, 1-"24 2-'45 "80 Yes 179.50 179.50 
*900 . 8-'24 1-27, 1-" 24 2-'45 "80 a 285.00 285.00 
GREBE 
SK4 Chassis 
21950-A ... 3-'24 27 2-'45 "80 Yes 219.50 223.50 
ee ae 3-'24 °27 2-'45 "80 Yes 260.00 272.00 
DE ssn eens 3-24 '27 2-'45 "80 Yes 285.00 
< . PP 3-'24 '27 2-'45 "80 450.00 465.00 
AH-1 Line 
| 3 eres 3°34 86°39 2-'45 "80 No 160.00 165.00 
_ Pee 3-'°24 ‘27 2-'45 "80 No 189.00 194.00 
ee vabaanak 3°34 °37 2-'45 "80 No 225.00 230.00 
Note—All models made for 110 v¥. DC also. 
* Phonograph Combination. 
+ Prices quoted with tubes 
Extra tube used as automatic volume control. 
Remote Control. 
{| Automatic Combination. 
|| Superheterodyne—Extra ‘27 tube used as Oscillator; RF and IF tubes listed together 
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Prices and Specifications of Radio Receivers 










































































— TUBES. —, Phono PRICE = TUBES —, hone PRICE 
MAKE RF Det. AF Reet. Jack ast West MAKE RF AF Reet. Jack w 
HOWARD SENTINEL 
Consolette .. 3-'24 ‘27 2-45 80 No 185.00 195.00 Pee . 8-24 °34 1-'27, 2-'45 "80 99.50 
Puritan .... 3-24 °27 2-45 "80 No 210.00 220.00 OP csaus . 3°24 ‘24 1-’27, 2-'45 "80 149.50 
Plymouth ... 3-'24 ‘27 2-'45 80 ie 165.00 175.00 11 2-24 '24 1-’27, 2-'45 "80 130.00 
tPatriclan ... 3-'24 '27 2-"45 80 215.00 225.00 Sear 2-24 '24 1-'27, 2-"45 "20 180.00 
Hepplewhite . 3-24 °27 2-'45 80 245.00 255.00 tes . 2°24 «24 1-'27, 2-"45 80 137.50 
Florentine .. 3-'24 27 2-45 "80 275.00 285.00 Se ree 2-24 '24 1-'27, 2-'45 "80 55 ..... 
Gothie ..... 3-24 6°27 2-'45 "80 275.00 285.00 ad eae d 
*Combination .3-'24 °’27 2-45 "80 325.00 335.00 
: SILVER 
TQueen Anne 
JACKSON Nine .... 3-24 ‘24 1-'27, 2-45 80 Yes 185.00 185.00 
“i . _ ‘ . “ ; tElizabethan . 3-24 ’24 1-'27, 2-45 "80 Yes 225.00 225.00 
NJ-30 (Chas.) 2-'24 °27 1-'24, 1-45 80 Yes 77.50 177.50 an. sen = Se 1-27, 2-'45 80 Yes 135.00 135.00 
bien - Queen Anne 
Seven .... 2-24 ’24 1-'27, 2-45 80 Yes 165.00 165.00 
KELLOGG Remote Control optional. 
yee 3-K-24 K-27  1-K-27, 2-'45 "80 Yes 175.00 190.00 eo er. 
*525 ..... 3-K-24 K-27 1-K-27, 2-’50 81 Yes . 240.00 
Bree 3-K-24 K-27  1-K-27, 2-’50 81 395.00 415.00 SPARTON 
Note—25-cycle models $10 more in each case. 49 (Bat.) .. 6-686 ‘OLA 1-’01A, 1-’71A Yes 76.00 89.00 
Seek t lL a 5-484 484 2-226,2-586 2-'81 a 495.00 
Be, cated 5-484 484 2-226,2-586 2-’81 Yes sea.es 393.00 
BOB cai was 5-484 484 2-226,2-586 2-81 Yes 395. 395.00 
KENNEDY ik aes 5-484 484 2-250 2-'81 Reese 255.00 
| eres 6-484 484 2-182B 80 Yes 169.50 174.85 
. REO 3-24 9°27 1-°27, 2-°45 80 Yes 159.00 159.00 ai cnke's 5-484 484 1,484, 2-182B "80 Yes 145.00 149.50 
220-B ..... eS Pears mY ee pinta cdi 5-484 484 1-484,2-182B °80 Yes 145.00 149.50 
| RY 8-24 37 1-'27, 2-°45 "80 Yes 189.00 189.00 600 ....... 6-484 484 2-183 "80 Yes 169.50 179.50 
en ye ere Pee re ee Me: 159.00 ..... 610 ....... 6-484 484 2-183 "80 Yes 169.50 179.50 
eae oe ee —_ Me Oe ect 6-484 484 2-183 "80 Yes 184.50 194.50 
Rees et tre (ae go 189.00 ||... ee 6-484 484 2-586 2-'81 Yes 235.00 255.00 
i lo aont ag tli glial cad ac 726.00 eee 6-484 484 2-586 2-’81 Yes 275.00 295.00 
Sagi bets 2 ee et Rat 285.00 ..... SOR Cientace 6-484 484 2-'26, 2-586 2-’81 Yes 380.00 395.00 
Noh tet Tite eS: bbe 
ELEe (ole: eee pease 199.00 Be ia ~~ 
sien atite” hea)! anptaee Y 
8268 (Long & STEWART- 
oan _ Leets> i eel! “ere ae re WARNER 
Short Wave) ..... 0 600 kee ee eee ree 3-34 °27 4-21, 2-45 "80 Yes 99.75 104.50 
— R100-2 ..... 3°24 ‘37 1-'27, 2-45 80 Rar ty 142.25 
2a 3-24 ‘37 1-27, 2-'45 "80 es 167.50 
3-24 °37 1-27, 2-45 "80 No 183.50 203.00 
LEUTZ a Spee 3-24 27) «1-27, 9-45 80 No 197.50 222.50 
Seven Seas .. 3-'24 27 1-27, 2-50 2-81 Yes 295.00 295.00 = —————— — ——_—— 
” 6 8°94 88 1-'27, 2-50 2-’81 Yes =3.08 295.00 STERLING 
“ an 1-'27, 2-'50 2-’81 Yes 610.00 610.00 
*Do (Comb.) . 3-24 °27 1-'27, 2-50 2-’81 < 395.00 395.00 
Silver Ghost.. 4-"24 °27 2-'27, 2-'50 2-’81 Yes 00 2400.00 Troubadour ... 3-'24 '27 1-’27, 2-45 "80 Yes 129.50 139.50 
Serenader .... 3-24 ’'27 1-’27, 2-'45 "80 Yes 149.50 165.00 
— Imperial ..... 3-24 °27 1-27, 2-45 80 Yes 187.50 201.00 
C3-60 ...... 2-24 °24 1-45 "80 Yes 126.09 110.00 
Little Symphony 2-'24 °24 "45 "20 No 69.00 ..... 
MAJESTIC Chorister .... 3-24 '24 = 1-'27, 2-745 "30 Yes 107.50 |... 
7152 Compact 2-'24 1-24, 1-’27 2-'45 "80 112.50 112.50 Minstrel ..... 3-24 "24 2-°45 80 Yes ae 
_, Sepeey 4-G27 G27 2-045 aso No 95.00 95.00 -- OA - zs = 
ws 4 taxes 4-G27 G27 2-G45 G80 No 116.50 116.50 
Tae 4-G27 G27 2-445 G80 No 158.00 158.00 
op ERR 4-G2T G27 2-G45 G80 No 146.00 146.00 STORY & CLARK 
ETE 4-G27T G27 2-G45 G80 $4 183.50 183.50 Ee eer 3-24 27 2-'45 80 Yes 208.00 
oe . eer 4-G27 G27 2-G45 G80 203.50 203.50 OO. ioc k 8-'24 '27 2-'45 20 Yes 248.00 ..... 
EOP <dcasese 3-G24 G-24 2-G45 aso 117.50 117.50 DOS dian 3-°24 '27 2-'45 80 Yes . | 
—: ORS 3-G24 G-24 2-G45 G80 137.50 137.50 7 Monae + 
us kiascod 3-G24 G-24 2-045 aso 167.50 167.50 3 
“ee 3-G24 G-24 2-G45 aso 245.00 245.00 
STROMBERG. 
or CARLSON 
NORDEN-HA EEN 3-24 24 2-'45 80 Yes 259.00 
N UCK | ere aa 2-45 "80 Yes rT eer 
Super DX5 , ae 3-24 "27 °45 "80 Yes 155.00 165.00 
(Short Wave) 1-Pen. ‘27 1-'27, 2-45 80 No .00 150.00 OOP x4 cosine 3-24 °27 "45 "80 Yes 259.00 277.00 
tAdmiralty ... 6-'24 2-'27 2-"50 2-"81 Yes 350.00 350.00 1645 (DC) .. 3-24 °27 1-'27. 2-45 oa i .. er 
tAdmiralty ... 6-‘24 2-’27 2-'50 2-'81 Yes 450.00 450.00 .. eee 3-24 °27 "45 "80 Yes 239.00 257.00 
RM-4 (Bat.)—4 English tubes used 125.00 125.00 _ , SP PSSA 3-'24 "27 "45 "80 Yes 369.00 387.00 
CORES. os <a 8-24 °27 +1-'27, 2-'45 2-’80 Yes 347.50 377.50 
PHILCO WESTINGHOUSE 
‘ F . ais ; |WR-5 .. 3-'24 1-'87,1-°24 2-45 80 No 142.50 14250 
mre 8-°24 2-37 1-'27, 2-'41 80 ce 198.00 212.60 ed as uae as a ; . 
96 Hiboy.... 3°24 2°27 1727/25 "80 145.00 152.60 Bg gt Bat Bae a — = =e Ee 
96 Loboy .... 3-'24 2-27 = 1-'27, 2-"45 ‘80 No 127.50 132.60 eee §=6SS ” — = 
96 Table .... 3-'24 2-'27 1-'27, 2-45 "80 No 85.00 90.10 —_— — —-— — eee 
*96 Concert ZEN 
Grand ... 3-’24 2-’27  1-'27, 2-'45 "80 No 350.00 372.60 TH 
77 Loboy .... 2-24 24 1-'27, 2-45 80 No 110.00 117.00 : I 
77 Console ... 2-24 ‘24 1-'27, 2-'45 ’80 No 95.00 97.00 a ae 2-34 "24 3-'27, 2-'45 "80 Yes 155.00 198.00 
77 Table .... 2-24 '24 1-'27, 2-45 80 No 55.00 59.50 Re 2-45 °24 3-'27, 2-45 "80 Yes 185.00 235.00 
41 (DC) Hiboy 2-'24 24 1-'27, 2-"71A am No 149.50 155.40 Wit 24 3-24 *24 3-27, 2-'45 80 Yes 185.00 200.00 
41 (DC) Loboy 2-'24 '24 1-'27, 2-"T1A Ne 119.50 125.40 whee 3-24 0°24 3-'27, 2-'45 "80 Yes 210.00 225.00 
41 (DC) Console 2-'24 '24 1-'27, 2-"T1A No 99.50 105.40 EN 3-24 24 3-'27, 2-"45 80 Yes 265.00 280.00 
41 (DC) Table 2-24 ‘24 1-'27, 2-"T1A No ac. Ce Sa 3-24 24 3-27, 2-"45 "80 Yes 315.00 330.00 
30 (Bat) Hiboy 3-32 2-30  1-'30, 2-’31 a No 129.50 136.10 Ss ee 3-24 °24 3-'27, 2-45 "80 Yes 375.00 390.00 
30 (Bat) Loboy 3-’32 2-'30  1-'30, 2-’31 "80 No 99.50 106.10 7 Rae 3-24 "24 3-'27, 2-45 "80 Yes 375.00 390.00 
20 Baby Grand 2-'24 ‘24 1-'27, 2-"T1A = No 49.50 51.00 563 (DC) 301A "12A_ 1-1 2A, 2-014, 
4-’T1A Yes 250.00 300.00 
{ RCA * Phonograph Combination. 
ee 8-24 1-'27,1-'24 2-45 80 Yes 142.50 147.50 } Prices quoted with tubes 
82 ea 3-'24 1-27, 1-'24 9.'45 80 Yes 179.50 184.50 t Extra tube used as automatic volume control 
, Jee 8-'24 1-'27, 1-'24 2-'45 "80 * 285.00 285.00 § Remote Control. 
{] Automatic Combination. 
} — -- || Superheterodyne—Extra °27 tube used as Oscillator; RF and IF tubes listed together 
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If the Customer Says, 
“Charge It!” 


KPPPAPA APRA PR APRA PARA APP 


By JOHN T. BARTLETT 


HOSE customers who, ordering 
| ook on service, give a name and 

say, “Charge it!’’ must be checked 
on. Are they entitled to credit, or the 
amount of the credit involved in the pur- 
chase? Are they the persons they rep- 
resent themselves to be? Out of this 
general situation grows the task of au- 
thorization. It is far more complex in 
the big store than in the small one; but 
for each it demands a special routine ex- 
pertly arrived at. 

The store in developing its authoriza- 
tion system should have a number of 
objectives. First of all, the system should 
be an accurate one, reducing to a disap- 
pearing minimum expensive mistakes. 
Second, the system should be fast. Third, 
the embarrassment caused the customer 
should be small at most, and absent in 
nearly all cases. 

The authorization task is best consid- 
ered with specific regard for several de- 
vices which are used in relation to it. 
The first of these is the authorization 
file. 


Big and Little Authorization Files 


HARGE purchases are of two kinds. 

If the customer takes the merchan- 
dise, the purchase is a “charge-take.” If 
the goods are to be delivered, the pur- 
chase is a “charge-send.” The problem 
of authorization centers around charge- 
takes more than charge-sends, for ob- 
vious reasons. There is abundant time 
to check up on charge-sends before de- 
livery. 

In larger stores, communicating sys- 
tems from the sales floor to office are in 
general use. There are mechanical over- 
head carriers, pneumatic-tube systems, 
and telephone systems. Telephone sys- 
tems are in smaller stores sometimes a 
house-type phone matter; in larger 
stores, special electric-phone systems have 
been installed. 

Over the telephone, of course, sales 
slip information is repeated to an em- 
ployee who has access to office files, who 
refers to these, and who then authorizes 
or otherwise. 

Carriers take the sales slip to the of- 
fice, where it is checked on, and if the 
reference is satisfactory, an O.K. is 
stamped on it before it is returned to 
the sales person. 

Now, while the 
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charge is being 


checked on in the office, the authoriza- 
tion files come into use. In small busi- 
nesses, a common condition is authoriza- 
tion direct from the ledgers. Unless, to 
the authorizing employee, the customer’s 
good credit standing is known, the 
ledger record is consulted, and the de- 
cision made on the basis of this. In cases 
where it is not satisfactory, the cus- 
tomer will be asked to visit the office. 

Files especially for authorization pur- 
poses are in extensive use because they 
tremendously simplify and hasten the 
authorization process. These, in mod- 
ern usage, are practically all visible files. 
There are many different types—the 
sliding panel, for example; the rotary 
visible file, a series of panels around a 
post. 

Signals are used to give information. 
If an account is clear, a glance tells the 
office employee of the fact. If there is a 
credit limit, another signal, or possibly 
even the stated amount, appraises the 
condition to be considered in relation to 
the purchase which has been made. If 
the account is closed, that is known. An- 
other color may signal, “Summon to of- 
fice.” 

These visible files, with signal sys- 
tems, immensely facilitate authorization. 

Duplicate authorization files are some- 
times maintained. There is one file in 
the office, and another on the sales floor, 
at some point concealed from the cus- 
tomer. It may be near the wrapping 
counter. Such files deserve wider use. 


Another system, in those communities 
where sales people are widely acquainted 
with store customers is the stop-list. 
This is posted near the cash register, and 
as customers buy on credit the sales per- 
son flashes the list. If credit has been 
stopped, he knows this before goods are 
released. 


The Authorization Limit 
, ‘HIS is a convenient device to mini- 


mize time consumed in consulting 
files and ledgers. On charge-takes up to 
$5, $10, or some other figure, sales peo- 
ple, provided they are acquainted with 
the customer, are not required to secure 
authorization. In some _ department 
stores, on small purchases, such as $2, 
$3, sales people take the customer’s word 
for it that he is on the books. He gets 
the goods immediately. Experience has 
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The Problem of Authori- 
zation—Charge- Takes and 
Charge-Sends — Authori- 
zation Files—Luimits Iden- 
tification Methods 


demonstrated to these stores that any 
loss occasionally suffered through fraud 
is small beside the benefits derived. 

The operation of this system in other 
instances requires the employee authoriz- 
ing to consult store ledgers, or refer to 
the credit manager, when the purchase 
exceeds an indicated amount. 

With the use of limits, authorization 
routines can be immensely simplified. 
Getting up a limit plan, individual 
stores should have regard for averages 
under its own operating conditions. A 
limit plan thoroughly safe for one store 
might lose heavily for another; and vice 
versa. 

Identifying the Customer 


aac with charge-sends 
ceases to be a task, because the ad- 
dress to which the goods are to be de- 
livered can be checked against the store 
files. 

What shall a sales person do about 
strangers who wish to carry away mer- 
chandise charged to an account? Much 
judgment enters here. In the small store, 
the new sales person unfamiliar with a 
customer will seize an opportunity dis- 
creetly to check on him with another 
member of the store organization likely 
to know him. When identification mater- 
ial is asked for stores usually are satisfied 
with letters, lodge membership cards, 
automobile license cards, and the like, 
which check with the name claimed by 
the party. It is true that fraud occa- 
sionally is worked on the basis of stolen 
material of this sort, but not often. 
Moreover, “impression” will count for 
considerable with the store. 

If the stranger appears to be all that 
he claims to be, impresses with his per- 
sonal appearance, that is a factor which 
enters into the decision. 

Some stores require the buyer in cases 
of this sort to sign the sales slip. That 
is valuable in the event fraud is being 
practiced. 

A tactful store employee can carry on 
a conversation with a stranger which 
will largely confirm—or otherwise— 
that he owns the name he claims to own. 

Where doubt exists, the store should 
require positive identification. This can 
be through the medium of a third per- 
son whose character is well known in the 
store. A device may be a conversation so 

(Continued on Page 58) 
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House-to-House 


Selling 


By HARRY P. BRIDGE, Jr. 





S$ ORIGINALLY planned, this, article 

A= to tell why a well-known 

Eastern radio dealer did not be- 

lieve in house-to-house selling. But 

times change, and good business men 
change with them. 

“I’m sorry, Bridge,” he said when I 
called for the interview, “but I’m afraid 
you're not going to get your story. I’ve 
been doing a lot of heavy thinking and 
investigating since we talked this thing 
over. I’m still opposed to door-bell 
ringing on general principles. But, just 
the same, I’m going to give it a trial.” 

“Fine!” I exclaimed. ‘Then that’s 
our story. Certainly there must be 
some interesting facts connected with 
your decision. Let’s have them.” 

He did ... and, although he was 
perfectly willing to talk, he preferred 
that his name be omitted from the ar- 
ticle. The facts as he gave them, how- 
ever, are none the less interesting. Here 
they are: 

“Up near Concord Bridge in Massa- 
chusetts, where the first British soldiers 
fell during the Revolution, you will find 
an epitaph written by a Yankee. It 
reads: “They came three thousand miles 
to die to keep the past upon the throne!’ 
It may seem a far cry from these graves 
to a modern radio business, but the prin- 
ciple of this epitaph is applicable to all 
business in general and this problem in 
particular. Times change. You must 
change with them. It’s not only foolish, 
but frequently costly to keep the past on 
the throne in business. Up to now I’ve 
never favored exclusive outdoor men for 
the type of stores with which I have 
been associated, but I’ve changed my 
mind to the extent of giving them a fair 
trial. 

“Business in general hasn’t been so 
good lately. The radio game in particu- 
lar isn’t what it used to be. The incom- 
petents are being weeded out and com- 
petition is tightening up. The recent 
dumping of sets by certain manufactur- 
ers didn’t help things any as far as the 
dealer was concerned. ‘Then, too, revo- 
lutionary new developments have quit 
coming along to render sets obsolete and 
make repeat buyers out of old. A great 
many homes now have satisfactory radio 
equipment and radio prospects who 


WAS 
hunt you out at your store are becoming 
fewer and farther between. 

“For the first time in its life, our busi- 
ness is developing into a real selling 
proposition. People used to enthuse 
themselves with the idea of owning a 
radio. Then they would come in and 
buy one that suited their fancy. That 
Was a spontaneous market. Now, how- 
ever, it is up to us to interest the rest of 
the people first and then sell them the 
sets we think they should buy. That’s 
where I believe the door-to-door men are 
going to fit into our picture. 

“When people won’t come to us in 
sufficient numbers, we'll have to go to 
them. We may not like to do it. We 
may realize it’s a tough job and sort of 
feel that,-generally speaking, it’s a little 
out of our line. At the same time we 
must recognize the fact that competitors 
are making sales that way—and by com- 
petitors I mean not only other radio 
dealers, but appliance men in all lines. 
We're all looking for pretty much the 
same share of the consumer’s dollar. 

“From investigation, I know that 
radio house-to-house salesmen do an 
awful lot of cold turkey canvassing to 
make a single sale. What is more, there 
is rapid turnover among salesmen and a 
great deal of assorted grief. At the same 
time, these men are producing some 
business, and, occasionally, I have run 
across a dealer who is making a real 
profit through them. Most of them 
would show a loss if a careful check 
were made, but I’ve come to the conclu- 
sion that this is largely due to their own 
inefficiency. 

“Of course I’m not going into this 
thing blindfolded. In the first place, I 
obtained all the information on the sub- 
ject I could get. The result has been a 
firm belief that there is a mighty fine line 
of distinction to be drawn between the 
methods of successful concerns and those 
that are not doing so well. It is fre- 
quently pretty hard to say why one is 
good and another is bad, but it seems to 
me that the answer is in careful man- 
agement and attention to detail. 

“Outdoor selling should be done 
right, or not at all. ‘This means that 
the men must be carefully selected, 
trained and every effort made to help 
them produce. I think that one of the 
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greatest mistakes ever made by dealers 
is to go in for haphazard outdoor selling 
on the assumption that they have no re- 
sponsibility simply because the men are 
paid on a commission basis and don’t 
cost the store anything until they begin 
to produce. Inefficient or discourteous 
men can mean a lot to a business in the 
form of lost prestige or forced sales to 
customers who really don’t want the 
merchandise for which they signed. 
“Even at best, outdoor salesmen aren’t 
so hot as a class. Many of them pick on 
the work after they have failed in every- 
thing else or because they lack ambition 
to hold down a steady job. They’re hard 
to handle, still harder to train, and 
harder yet to be led to produce a living 
wage for themselves and a profit for the 
company. That’s why extreme care in 
management seems so necessary to me. 
“At the same time, I have been con- 
vinced that too much stress has been 
placed on the bad features of the rapid 
turnover among salesmen. This is, of 
course, a real problem, but one that has 
its bright side, and I intend to make 
the most of it. Almost any salesman 
can produce a few sales. Good or bad, 
he has a few friends or relatives who 
will buy from him if only to help him 
along, or because he has promised to 
split his commission with them. Then, 
too, he is almost certain to uncover a 
few prospects before decamping for parts 
unknown. All of this means a few sales 
and, while I won’t hire men on this 
basis, it is a fact which again proves that 
even a dark cloud has its silver lining. 
“T know one dealer whose success— 
such as it is—rests largely on a realiza- 
tion of this fact. He never expects men 
to stay with him more than a few weeks 
or to produce more than a few sales of 
the type mentioned. His ads appear 
regularly in the ‘Help Wanted’ columns. 
Men come and go in a steady stream, 
but each, true to form, leaves a couple 
of signed sales contracts behind him. 











Personally, however, I think the bubble 
will burst some day. Forced sales with 
plenty of collection difficulties are almost 
sure to result. Besides, such a method 
savors strongly of mere price cutting, 
and I never did believe in that. Even if 
I did, I would want to do my own cut- 
ting—not rely on a salesman to do it 
for me. 


“Don’t think, however, that outdoor 
selling is altogether a new experience 
with me. In speaking of it here, I have 
been referring to what is called the cold 
turkey canvass. For a long time past 
salesmen in our store have been spend- 
ing 50 per cent or more of their time out 
of the store with good results. Now, in 
line with the trend toward more aggres- 
sive merchandising, I’m going to carry 
this selling a step further. It seems to 
be the only logical way of getting more 
business under present conditions. It 
will mean more work on my part, more 
office equipment and a girl to keep track 
of the records, another truck for de- 
liveries and demonstrations and a 25 per 
cent larger stock of sets, but I feel that 
it is necessary.” 

The system referred to whereby this 
dealer’s men have been accustomed to 
spend a great deal of their time out of 
the store has proved decidedly worth- 
while. In this work, however, they 
have only contacted definite leads where 
the prospect has evidenced his interest in 
radio by visiting the store. It is a rule 
that salesmen are to obtain the name 
and address of everyone who comes in to 
look at sets. This is easily done by say- 
ing that they want to put them on the 
list to receive a little monthly publica- 
tion containing radio news and interest- 
ing information regarding broadcasts. 

A careful check is kept on all pros- 
pects. Thus, when one does not show 
up within a reasonable length of time— 
perhaps a week—the salesman who con- 
tacted him in the store calls at his home 
in an effort to obtain permission to make 
a home demonstration. 


This plan has proved singularly suc- 
cessful. Most prospects for sets now do 
more than a little shopping around be- 
fore coming to a decision, and this show 
of real interest on the part of one of the 
stores they visited makes a good impres- 
sion. Not infrequently salesmen arrive 
in time to make sales even though other 
sets from competing dealers may already 
be on demonstration in the homes. 
These men take charge of all demon- 
strations to their own prospects and also 
call a couple of times at the home after 
sales have been made, this being done not 
only to insure satisfaction, but, equally 
important, to uncover the names of any 
friends or relatives who may have 
evinced interest in owning a similar set. 


Naturally, these salesmen are of the 
highest type available for the work, 
having been carefully trained as a result 
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A DOZEN DON’TS FOR 
OUTSIDE SELLING 


He are some pointers on hand- 
ling the house-to-house radio sales- 
man as gleaned from the experience of 
leading successful dealers. Not all of 
them may prove applicable to your 
‘business but all can be studied to ad- 
vantage: 

1. Don’t expect to get men of the 
highest type for door-to-door work. 
Select the best bets from among those 
who apply and then make a consistent 
effort to help them produce a living 
wage for themselves and a profit for 
you. 

2. Don’t insist on previous outdoor 
sales experience. Some of the most 
successful salesmen of this type have 
been recruited from the ranks of ex- 
grocers, postmen, taxi drivers and 
street car conductors. 

3. Don’t let house-to-house men 
shift for themselves. Train them care- 
fully and then supervise their efforts. 

4. Don’t hire men on a straight 
commission basis—unless you will be 
satisfied with the poorest salesmen. 
Show your belief in your own propo- 
sition by paying a small salary or by 
allowing the men a drawing account. 

5. Don’t fail to make the proper 
preparation in your store for outside 
selling. You will need adequate rec- 
ords, a larger stock of sets and full 
facilities for prompt delivery. 

6. Don’t send men out without 
proper training. Untrained or dis- 
courteous men can do a lot of damage 
to a store’s reputation—especially in 
a small community. 

7. Don’t take sales for granted upon 
presentation of a signed contract by 
the salesman. Verify them immedi- 
ately by telephone or personal call. 
Pay no commissions before verification. 

8. Don’t allow door-to-door men to 
operate in overlapping territories with- 
out definite agreement as to just what 
is what. 

9. Don’t overlook the value of sales 
contest pecially if you employ a 
number of men or outdoor crews. They 
may seem like “old stuff” but sales 
contests can still be made to produce 
good results. 

10. Don’t go in for high-pressure 
methods. These might produce busi- 
ness for “foreign” concerns who do not 
have to rely on repeat business from 
a community but they are no good for 
a local store. 

11. Don’t expect house - to - house 
salesmen to do collecting as well as 
selling—but see to it that they call back 
several times at homes where sales have 
been made. These visits mean satisfied 
customers and are productive of many 
new leads. 

12. Don’t neglect your store in 
favor of outdoor selling. After all, 
the store represents your bread-and- 
butter business to which the house-to- 
house man, however successful he may 
be, is only an adjunct. 














of their experience behind the counters 
in the store. They will, the manager 
feels, form a valuable basis for a cold 
turkey door-to-door force in that, while 
sticking to their usual routine, they can 
do much toward training the men who 
will spend all of their time out of the 
store carrying the selling fight to the 
doorsteps of the consumer. 


RADIO FOR SEPTEMBER, 1930 


TEN SHORT CUTS TO THE 
POORHOUSE 


By ERNEST W. FAIR 


1. When your customer enters the 
store never take the trouble of saying 
“Good morning” or “Good afternoon”’ 
in a pleasant tone of voice but growl 
gruffy with this salutation, “What do 
you want?” 


2. When the customer remarks that 
he would like to see a radio, let on that 
you didn’t hear him. Be sure that your 
mind is a thousand miles away from the 
sale before you. 


3. Never be careful or courteous; see 
that the customer bumps into as many 
sets on display as possible. Be sure to be 
awkward, bump into him or her and in- 
stead of saying “Pardon me’ growl 
gruffly under your breath. 


4. Turn on every set in the house; 
make your demonstration one of noise. 
Make all the noise you can. The reason 
the customer is buying the set is to keep 
the neighbors awake. Be sure to try to 
sell the set on that quality. 


5. Never demonstrate the way the 
customer wants a demonstration. Shoot 
from one station to another until you 
have your customer sitting on the edge 
of his or her chair. Use plenty of vol- 
ume. Get the worst programs. And 
don’t forget to make a determined effort 
to make more noise yourself than the 
radio. 


6. Be high-hat; show the customer 
you are above him, that you are much 
better than he is and that you think he 
is so much scum; bear in mind that the 
customer wouldn’t have any brains or 
they would be listening to a better set. 


7. Be sure to impress on them the sad 
state of affairs the “old man’s” business 
is in with the punk line he’s handling. 


8. Be sure to put over the fact that 
you are the only wise one in the whole 
business and that you could place all the 
brains of the rest of the bunch in a pea- 
nut shell. 


9. Don’t wear clean clothes, and for 
heaven’s sake never have a crease in your 
trousers. Dirty hair and teeth also help 
materially. 

10. Be sure to give the impression 
that it doesn’t make any difference to 
you whether the sale is made or not; in 
fact, that you’d much rather be else- 
where at the present moment. 

P. S.—The road to the poor house 
isn’t paved, so be sure and take your 
uncle’s overshoes with you. 
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AT SHILKRET and the Victor Or- 

chestra have a very snappy dance 

number entitled, “Get Happy,” 
Victor No. 22444-A. The work of 
the trumpets and stringed instruments 
is brilliant and the rhythm is excellent. 
The vocal trio launches out on a rol- 
licking negro spiritual; that is, a white 
man’s idea of a negro spiritual. The 
nearest some whites get to an expression 
of the soul is in the writing of a negro 
spiritual to fox trot time. Neverthe- 
less, “Get Happy” is a good jazzy tune 
and useful in demonstrating combina- 
tions. 

On the other side of this record The 
High Hatters play, “My Future Just 
Passed,” one of the hits from the Para- 
mount picture, “Safety in Numbers.” 
This is another good, snappy, hop, skip 
and jump dance recording, with some 
very clever words in the vocal refrain. 
The highs are good; bass pretty good. 
It sounds lower than it really is, there- 
fore serves the purpose more than well 
for demonstrating. 


¢¢ AROUND THE CORNER,” Victor rec- 
rN ord No. 22459-A is a popular 
dance piece. It is played by Leo Reis- 
man and his orchestra, who play, on 
the other side, “Bye Bye Blues.” Both 
are full of rhythm, but there is noth- 
ing outstanding in the way of tonal ef- 
fects in either. They are mentioned 
here, however, because there is a possi- 
bility that tonal effects don’t mean a 
thing to the type of person that buys 
this type of record. Salesmen should 
always remember that the choice of the 
record very often sells the set; that 
people often base their opinion upon the 
effect a demonstration has upon them. 


or the person that looks like he 
| She like classical music, especially 
vocal classics, Victor record No. 3054 is 
excellent. It contains two vocal duets 
from Traviata, “Un Di Felice” (Rap- 
turous Moment!), on one side and “Pa- 
rigi O Cara” (Far from Gay Paris), 
on the other; both sung by Amelita 
Galli Curci and Tito Schipa. The or- 
chestral accompaniment is splendid and 
the two voices blend beautifully. Schipa, 
by the way, is pronounced Skeepa, and 
Curci, Koor’chee. 


ESSE CRAWFORD is always popular. 
For color, novelty and_ individu- 
ality he has no peer. His latest rec- 
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ord, Victor No. 22333, has “Ah, Sweet 
Mystery of Life” from Naughty Mari- 
etta, on one side, and “Gypsy Love 
Song” from The Fortune Teller on the 
other. Both light operas are by the 
much loved American composer, Victor 
Herbert. The first selection is full of 
excellent bass throughout, not to men- 
tion some splendid high tones from the 
harp and bells in the background. This 
wide separation of the extreme frequen- 
cies makes it an unusual demonstrating 
record as well as an enjoyable one to 
listen to.. Good bass and fine brilliance 
are recorded in the second side; and 
both are typically Jesse Crawford and 
his Wurlitzer organ; with all the thea- 
trical effects that have made him Amer- 
ica’s most popular organist. 


His month’s “Record of the 

Month,” as chosen by Victor’s 
group of judges, is “Le Coq d'Or” 
(pronounced merely Luh Coke Door), 
played by the London Symphony Or- 
chestra, conducted by Albert Coates. 
Le Coq d’Or is Rimsky-Korsakow’s 
last opera and is highly descriptive and 
colorful, the first part bearing great 
resemblance to the “Hymn to the Sun” 
and the second, “The Bridal Cortege,” 
being typical of a Russian celebration. 
The first part is brilliant in the ex- 
treme, starting with a trumpet ensem- 
ble. It has the Oriental tang made 
famous by the composer, enhanced by 
flute runs, and bells, and brass en- 
sembles and string pizzicato which is 
very effective. On the “B” side the 
bass is very full, the piccolos holding 
down the other extreme excellently. 
This side ends in a very powerful full 
orchestra, which should delight even the 
most hardened jazz lover. 


EW Wuirte has a popular organ 
L number in Brunswick record No. 
4833. On one side is “California Sun- 
shine,” on the other “Down the River 
of Golden Dreams.” With the organ 
are a marimba and a steel guitar, both 
of which give some very pleasing ef- 
fects. The bass is good on both sides, 
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not being overdone in the least, while 
the highs are brought out splendidly 
by the guitar. 


fia Brunswick 90000 series are re- 
corded in Europe. There is one, 
No. 90055, which is a very interesting, 
if not fascinating, selection. It con- 
tains two numbers played by a French 
concert orchestra under the leadership 
of Albert Wolff; first, “Marche Joy- 
euse” by Chabrier, and second, “Bour- 
rée Fantasque,” by the same composer. 
Both are unusually brilliant and full of 
high notes, as of the violins and picco- 
los, and throughout the recording is 
marvelous. In truth there are moments 
when the listener would swear that he 
was hearing ten acres of orchestra, and 
that every instrument was played under 
an individual microphone. It would 
almost be safe to say that such brilliance 
and such fullness of the higher instru- 
ments have never been so splendidly re 
produced in this country. 


AUL WHITEMAN’sS latest number 

Columbia record No. 2224-D, on 
which “Sittin’ on a Rainbow” and “Old 
New England Moon” are recorded, i 
clever, as usual. The first is brilliant 
and backed with lots of bass; the sec- 
ond is one of those crooning waltzes, 
with nice bell and bass effects in a 
background for a vocal refrain. It is 
typically Paul Whiteman and therefore 
very popular, although the recording is 
not as clear as it might be. 


BS some reason, “Under Vesuvian 
Skies” and “June Kisses,” as played 
by Henry Thies and his orchestra, was 
claimed Victor Popular Record of the 
Month of August by the Victor judges. 
All of which gives it a good send-off as 
a demonstrator. It did not strike this 
reviewer as being worthy of such ac 
claim, however, although its rhythm is 
splendid. The bass is good, trumpet 
and trombone solos and vocal refrain 
pretty good, if one can enjoy muted 
instruments. “June Kisses” is better, 
and is very good for pointing out the 
bass and the treble on a receiver. The 
rhythm, however, is the outstanding 
feature of both sides, and was undoubt- 
edly the cause for its being elected to 
the hall of fame. 











What (auses Good © Jone 
Quality From a Radio 


By HECKERT L, PARKER 


HE pleasing reproduction of vocal 
f per: by a radio set depends as 
much upon the voice quality of the 
speaker or singer as upon the radio itself. 
Consequently the radio salesman ought 
to know something about the various 
terms which refer to the human voice so 
that he can intelligently discuss the 
merits of radio announcers, speakers and 
singers. 

Differences in the production of voice 
sounds are caused by differences in the 
mouth and nose cavities and in the 
movement of the tongue and lips. These 
differences are manifested in the num- 
ber and character of overtones which 
give each voice its peculiar qualities. 
The head cavities, which form a reso- 
nating chamber, are fixed in size and 
shape and cannot be changed by train- 
ing. The muscles of the chest, throat, 
mouth, lips and tongue can be trained 
for the control of breath and enuncia- 
tion. 

The “register” of a voice, i. e., the 
fundamental frequencies of its natural 
tones, is largely determined by the in- 
herited organs of speech. Its range, i. e., 
the number of different fundamental 
tones that a person uses, can be extended 
by training. Thus a natural baritone 
can be trained to sing well down into 
the bass or a contralto up into the so- 
prano. The normal range of a tenor 
voice is from 128 to 512 cycles per sec- 
ond, i. e., from C; to C'; of a baritone 
from 96 to 384 cycles; of a bass from 
85 to 341 cycles; or a soprano from 256 





RADIO BOOKKEEPING SYSTEM 


(Continued from Page 26) 


Q. Do I need an adding machine? 

A. An adding machine saves time and 
imsures accuracy and speeds up the work 
greatly. I wouldn't say it is absolutely es- 
sential, but feel sure any business, regard- 
less of how small, will find such a machine 
will more than pay for itself. If you buy 
one, get one that also subtracts. The extra 
expense is small, but the utility of the ma- 
chine is just about doubled. 

Q. What happens to the daily bunch of 
charge tickets, after they are taken from the 
cash register and entered in the cash book? 

A. They should be saved, to refer back 
to, if necessary. I suggest you buy a box 
of large cheap envelopes and use one for 
each bunch of slips and tickets correspond- 
ing to a set of entries in the cash book. 
Either date them or number them and file 
them in perfect order so that you may get 
at them if desired. 

Q. How am I going to tell into what 
department any certain article goes for the 
accounting ? 

A. Complete sets and tubes and labor 
almost separate themselves. Parts and ac- 
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to 1024 cycles, and of an alto from 170 
to 640. cycles. 

The range of a voice has nothing to 
do with its quality, which is determined 
by its overtones. As certain frequencies 
are eliminated by filters in a laboratory, 
a voice loses its timbre and tone color 
even while it is understandable. Such a 
filtering action occurs to more or less 
extent in a long distance telephone line 
whereby chain programs are transmit- 
ted. While the effect on speech is 
hardly noticeable, since there is little 
attenuation in the band of frequencies 
from 200 to 2000 cycles, music often 
sounds “thin” because of the absence of 
very low and very high frequencies. 
For this reason the best demonstration 
of the music reproducing ability of a 
radio can be had from a good local pro- 
gram. If it is necessary to demonstrate 
on a chain program which is defective 
in tonal quality the salesman should ex- 
plain why. 


HE tone of speech or music is 
sometimes objectionably affected by 
the resonance of the speaker compart- 
ment in the radio set. A tone whose 
frequency is the same as the natural 
period of vibration of the air space in 
the speaker compartment, or of one of 
its sides, will be unduly emphasized. 
Thus the “barrely” sounds of speech or 
music are due to too much emphasis 
of the low notes. The solider the cabi- 
net the less is the chance for such reso- 
nance effects. 
Furthermore, a room may be reso- 
nant to certain tones. When a sound 





cessories may cover many items, such as 
repair parts for sets, whether regularly 
handled by you or bought especially for a 
repair job. Phonograph pick-ups and simi- 
lar devices would come under this heading. 
Be sure that when you sell an article it is 
credited into the same department that it 
was debited into on the expense side when 
you bought it. Anything that cannot legiti- 
mately be charged to any one certain de- 
partment constitutes general expense. You 
will find in practice that this separating of 
items is easy and takes but a few moments. 

Q. Isn’t all this departmentizing a lot of 
unnecessary work? 

A. No, I think it is highly important. 
You may be astonished at the losses going 
on in some department of your business 
which will be quickly uncovered. Labor is 
a common source of loss—watch it. And 
tubes, also. Remember, “forewarned.is fore- 
armed.” 


Q. What is meant by “stock turnover”? 
A. As commonly used, it refers to the 
number of times a dealer’s stock is “turned 
over” per year; that is, how often the stock 
is sold and replenished. The oftener the 


“turnover” the more profit, For example: 


Suppose you carry an average stock of 
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wave comes in contact with the walls, 
floor and ceilings part of it is absorbed 
and part of it is reflected. Soft and 
porous materials absorb certain frequen- 
cies more than they do others, just as 
hard and smooth materials reflect them. 
Thus some tones may be emphasized 
and others softened. If a sound per- 
sists in a room after its source has ceased 
to vibrate to that tone it may cause a 
reverberation in which certain sounds 
overlap others. This may cause dead 
spots in some parts of a room and loud 
spots in others. Such defects can often 
be corrected by shifting the position of 
the radio and by using wall coverings 
that will absorb rather than reflect the 
sound. 


Another method of correcting the 
poor acoustics of a room, resonance, or 
defects in broadcasting, is the use of a 
tone control attachment whereby ob- 
jectionable frequencies can be elimi- 
nated. This may also be helpful in 
mitigating the effect of natural and 
man-made static, though the latter 
source of interference should be investi- 
gated and removed by an expert. 


In so far as the tone quality of a 
receiver is affected by distortions caused 
by the receiver itself, the non-technical 
salesman will have to abide by the ver- 
dict of the service man and not attempt 
to fathom its mysteries or go very far 
with explanations or excuses to users or 
prospects. Distortion can be caused at 
one or more points, such as a poor tube, 
overloaded tube or tubes, defective or 
overloaded speaker, transformer, etc., 
wrong plate or grid voltages applied to 
tubes, and high or low voltage of the 
electrical supply current. Until experi- 
enced, the salesman should familiarize 
himself with the tone quality and per- 
formance of a set known to be in nor- 
mal condition; then he will be able to 
recognize when that model or make is 
not up to standard. 





$2000, and that your total sales average 
$2000 per month. You are making twelve 
“turnovers” per year. If it were possible to 
carry an average stock of only $1000, but 
still sell $2000 per month, you would be 
making 24 turnovers per year, and your 
profit would be greater for at least two 
reasons—first, interest on $1000 invested is 
only half that on $2000; second, the oftener 
you turn your stock over the fresher and 
more up to date your merchandise is, and 
the less chance you have of taking a loss on 
any of it. 

Q. How does this system of bookkeeping 
help in the matter of “turnover”? 


A. By departmentizing the business, 
showing up slow selling articles and plainly 
indicating faster moving departments (with 
their consequent greater profit-producing). 
Also by keeping figures on the amount of 
purchases instantly before you and giving 
you easy access to the amount of stock on 
hand—all your essential business figures are 
right there ready to be of use and ready to 
guide you. 

Note: In future issues we will gladly 
answer readers’ questions, Write them as 
they come up in using the system and let us 
hear from you. 
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Recording Radios 


EVERAL of the new phonograph com- 

bination radios, including the Victor, 
R. C. A., General Electric, Westing- 
house and Graybar, are equipped with 
a simple hand microphone and recording 
mechanism whereby the user can make 
his own phonograph records. ‘Thus it 
is possible to preserve any favorite 
broadcast features or home production 
of voice or music for future reproduc- 
tion. 

The pick-up unit is fitted with a spe- 
cial cutting needle for recording on six- 
inch cellulose discs which are pre- 
grooved on both sides. The record may 
be played-back perhaps fifty times with 
a regular needle. At 78 revolutions per 
minute the record will play for 70 sec- 
onds. No claim is made that the home- 
recorded program has the quality of a 
standard record, but the tone is true 
enough to be recognizable. 





Kolster Reorganization Planned 


a ae the legal decision that 
there had been no “rigging of the 
market” in the sale of Kolster Radio 
Corporation stock, $. P. Woodward & 
Co., Inc., of New York City, submitted 
to the receivers an offer to take over the 
remaining assets of the corporation and 
to organize a new company whose notes 
and stock will be used to retain out- 
standing obligations. 





200-Kilowatt Tubes 


HE new AW-220 tube to be used in 

the transmitter at KDKA at Sax- 
onburg, Pa., has an output of 200 kilo- 
watts. It is 72 inches high, 8 inches in 
diameter and weighs 60 pounds. Dur- 
ing operation it requires about 5 tons of 
water per hour to keep it cool. 





Continental Reorganized 


ONTINENTAL Radio Corp. of Fort 

Wayne, Ind., manufacturer of 
“Star Raider” radios, has been refinanced 
and reorganized so as to be in produc- 
tion during the current season. Among 
the new officers of the company are Carl 
D. Boyd, president; R. J. Beatty, chair- 
man of the board; W. W. Dowdell, 
vice-president, and John Hockery, treas- 
urer. A complete sales force has been 
created and a new merchandising plan 
devised. 


of the Kadio Industry 
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Brunswick Award 


a. Rapio CorPoraATION an- 
nounces an annual trophy for the 
broadcast achievement which has, by its 
conception, made an outstanding and 
vital contribution to the life of the Ameri- 
can people. The award may go to an 
individual broadcaster, commercial spon- 
sor, agency or station. It may be for a 
program or for a semi-technical achieve- 
ment. 


T. C. A. Business 


oss D. Siracusa, president of the 
Transformer Corporation of Am- 
erica, reports that the volume of its 
business in radio parts is greater than in 
the banner year of 1928. Yet its business 
in Clarion sets is ten times greater than 
its business in parts. He also reports 
gratifying results from the Clarion bal- 
loon races which were staged by various 
distributors throughout the country. The 
company has started production on the 
Clarion Junior, a midget set which has 
tone control, electrodynamic speaker, 
phonograph jack, and illuminated dial. 
It lists at $47.50, including tubes, four 
screen-grids and two ’45s. Officials an- 
nounce that the business is free from 
loans and funded indebtedness and is 
being conducted in such a way as to con- 
serve costs, create no over-stock and 
supply a market commanded in advance. 





Midget Supers 


i. on ERODYNE receivers in mantel 
type cabinets are being rushed into 
production by a number of manufac- 
turers. Prices are to be lower than those 
of r.f. sets in large cabinets. Some manu- 
facturers are making both a-c and d-c 

models, the latter being equipped with a 
carrying case for use in autos and motor- 
boats, as well as in the home. Energetic 
efforts are planned to go after the low- 
price market iittins the coming season. 


New 210 Tube from Triad 


RIAD Mfg. Co., Inc., of Pawtucket, 

R. I., announce a new type 210 
power amplifier and oscillator which 
has a thoriated tungsten filament in 
combination with molybdenum plates 
instead of oxide coated filament and 
nickel plates. Life tests show a steady 
maintenance of characteristics beyond a 
period of 1500 hours with an oscillating 
load of 60 milliamperes. 
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Transitone 


RUSSELL FELDMANN, president of 

e Automobile Radio Corp.,  an- 
nounces that Transitone automobile ra- 
dios have been adopted as standard 
equipment of closed body styles of 
Chrysler, De Soto, Dodge, Franklin, 
Hupmobile, Jordan, Packard, Peerless, 
Pierce-Arrow, Plymouth and Stude- 
baker cars, all of whose dealers are au- 
thorized to sell Transitone. The sets 
are made by Philco, whose dealers, as 
well as all Willard service stations, are 
also authorized to sell them. 





Tube Replacements 

RNEST KAUER, president of the 

CeCo Manufacturing Company, 
states that tubes are guaranteed for a 
certain length of time and tubes made 
by reputable manufacturers do give sat- 
isfaction for this guaranteed period. If, 
as sometimes happens, the customer uses 
a tube five months and then brings it 
in to his dealer, saying it is unsatisfac- 
tory, and asks for a replacement, what 
ought the dealer do? This is the sit- 
uation that happens all too frequently. 

“The dealer does himself a disservice 
and works a hardship on the manufac- 
turer if he too easily accepts the return 
and ships it back to the manufacturer 
for credit. He would be a better deale: 
and a smarter merchant if he sold that 
customer a new tube. He would not 
only save himself the trouble the trans- 
action causes him, and save the manu- 
facturer the investment in the tube, but 
he would also net himself an additional 
profit. 

“T venture to say that 70 per cent of 
all replacement annoyances could be 
avoided by a stricter attitude on the part 
of the dealers and that their profits 
would be up considerably. It is proper 
to see that the consumer gets all that 
he pays for. He is entitled to that, but 
not a bit more. We should be fair to 
ourselves as well as to the public.” 





Speedy Speed Service 

Within one week after a fire which 
destroyed the Los Angeles warehouse 
stock of Speed tubes a new stock of 
15,000 tubes was supplied from other 
warehouses. 





Vreeland Sues Majestic 

Vreeland Corporation has filed suit 
against Grigsby-Grunow Corporation 
for alleged infringement of the “Band 
Selector” patents. 











Who ‘Distributes 
It Avow 


Baldwin 

Nathaniel Baldwin, Incorporated, of Chi- 
cago, announce the following new jobbers 
which will handle their products in the 
various territories: D. B. Stewart and Com- 
pany, 123 South Tioga Street, Ithaca, New 
York, covering the southeastern part of 
New York State and three counties in the 
northeastern part of Pennsylvania. F. J. 
Reynolds, 907 Florida Avenue, Tampa, 
Florida, covering the central part of Florida. 





Bosch 

Collins-Lane Co., Ltd., Los Angeles, have 
been appointed as distributors for Bosch 
radio in Southern California. 





Brunswick 

J. A. Williams Company of Pittsburgh, 
Pennsylvania, have been appointed as dis- 
tributors for the Brunswick line in that ter- 
ritory, succeeding the Kelvinator-Leonard 
Corporation, which has discontinued radio. 





CeCo. 

CeCo Manufacturing Company, Inc., have 
appointed Call, C:rley and Jordan of Rich- 
mond, Va., and J. H. Ambrose Co. of Syra- 
cuse, N. Y., as factory representatives. 





Condenser Corp. of America 

The Condenser Corporation of America, 
Jersey City, N. J., recently appointed Dor- 
man S. Hill and Associates of Chicago as 
Illinois, Wisconsin and Michigan repre- 
sentatives. 
Crosley and Amrad 

Nott-Atwater Co., Spokane, Washington, 
are distributors of Crosley and Amrad 
radios for eastern Washington and Idaho. 





Colonial 

Colonial Radio Corporation, Long Island 
City, New York, has appointed new distribu- 
tors as follows: Anderson and Company, 
Buffalo, New York; Chesapeake Furniture 
Company, Richmond, Virginia; Electric Ap- 
pliance Company, Pittsburgh, Pennsylvania ; 
Electric Corporation, San Francisco, Cali- 
fornia; Grier Sutherland Company, Detroit, 
Michigan; Haas Electric Sales Company, 
Cleveland, Ohio; M. A. Hartley and Com- 
pany, Northumberland and _ Gettysburg, 
Pennsylvania; Kemp Equipment Co., Roch- 
ester, New York; Lappin Electric Com- 
pany, Milwaukee, Wisconsin; Lewis Radio 
Company, Philadelphia, Pennsylvania; Mar- 
shall-Wells Company, Duluth, Minnesota; 
Marshall-Wells Company, Portland, Oregon; 
Seattle, Washington, Minneapolis, Minne- 
sota; H. A. McRae and Company, Troy, 
New York; Morosco Distributing Company, 
Poughkeepsie, New York; Penn-Clif Ser- 
vice Company, Baltimore, Maryland; Ris- 
ley-Leete Company, New Haven, Connecti- 
cut; Svracuse Auto Supply Company, Syra- 
cuse, New York; Vega Company, Incorpo- 
rated, Boston, Massachusetts; Triangle 
Electric Company, Chicago, Illinois, 





Clarion 

Transformer Corp. of America announce 
the appointment of Blackman Distributing 
Company, Inc., of New York City, as ex- 
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“The Greatest problem in the 
efficient and economical move- 
ment of radio products from the 
maker to the user is in the de- 


velopment of better channels of 


clusive distributor of Clarion radio in twen- 
ty-eight counties of New York State, in- 
cluding Greater New York. 





Gulbransen Champion 

The Gulbransen Company of Chicago, 
manufacturers of the “Champion” set, an- 
nounce the appointment of the Supplee Bid- 
dle Hardware Company of Philadelphia, the 
Hackett, Gates, Hurty Company of St. Paul, 
The Wagner Hardware Company, Mans- 
field, Ohio, and the Drake Hardware Com- 
pany of Burlington, Iowa, as distributors. 





Gosilco 

The Gosilco Radio Products Company of 
Huntington Park, California, have appointed 
Southern Sellers of New Orleans, Louisiana, 
exclusive factory representatives for Louisi- 
ana, Mississippi and Alabama. 





Lyric 

Eugene R. Farny, president All-American 
Mohawk Corporation, has announced the ap- 
pointment of the Rocky Mountain Radio 
Corp. of Denver as distributor for Lyric 
radios in Colorado, New Mexico and Wy- 
oming, and of the Domestic Specialties Co. 
of San Francisco and Los Angeles as dis- 
tributors in California, Arizona and Nevada. 





Radiola 

E. A. Nicholas, Incorporated, of Chicago 
and South Bend, has been appointed Radiola 
distributor for northern Illinois, northern 
Indiana, and southern Michigan, Southern 
Radio Distributors, Incorporated, of Miami, 
with branch offices at Jacksonville and 
Tampa, will serve Florida. The territory 
of the Radio Distributing Corporation of 
Newark, New Jersey, has been extended to 
include ten and a half counties in Penn- 
sylvania, to be served from a new branch 
office at Scranton. 


Story and Clark 

Radio by Story and Clark is represented 
by Lemke Electrical Company, at Milwau- 
kee, Wisconsin, as exclusive distributors. 





Standard Transformer Corp. 

The Standard Transformer Corp., with 
offices and factory at 852 Blackhawk Street, 
Chicago, has been organized by Jerome J. 
Kahn and C. R. Bluzat, formerly sales mana- 
ger and sales engineer respectively with the 
Transformer Corporation of America. 

The plant is in production on a complete 
line of power transformers, audio trans- 
formers and chokes—on a contract basis. 





Triad 

The Triad Manufacturing Company of 
Pawtucket, R. I., manufacturers of the Triad 
radio tubes, have recently appointed the 
following new factory representatives: Sam 
Rochester, 642 Cokesbury Avenue, Baltimore, 
Md.; Bell and Company, 2362 Universitv 
Avenue, St. Paul, Minn., and Jules W. 
Beneke, 1689 Arcade Building, St. Louis, Mo. 





Westinghouse 

Westinghouse Radio is distributed by Wet- 
more-Savage Electric Supply Company, Bos- 
ton, Providence, R. I., Springfield, Mass.; 
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distribution.” 


Worcester, Mass.; Elmira Electric Supply 
Company, Elmira, N. Y.; Fobes Supply Com- 
pany, Portland and Seattle. The Moock 
Electric Supply Company, Akron, Canton 
and Youngstown, Ohio; Gilham Electric 
Company, Atlanta, Ga.; Moore-Keandley 
Hardware Company, Birmingham, Ala.; Su- 
perior Supply Company, Bluefield, W. Va.; 
McCarthy Bros. and Ford, Buffalo, N. Y.; 
Johnson Electric Supply Company, Cincin- 
nati, O.; Mann Electric Supply Company, 
Columbia, S. C.; Hughes Peters Electric 
Corp., Columbus, O.; Mills and Lupton Sup- 
ply Company, Chattanooga, Tenn.; Mine 
and Smelter Supply Company, Denver and 
El Paso; Star Electric Company, Erie, Pa.; 
Banks-Miller Supply Company, Hunting- 
ton, W. Va.; Columbian Electric Company, 
Kansas City, Mo.; Tafel Electric Company, 
Louisville, Ky.; Hessell and Happen Com- 
pany, New Haven, Conn.; Electric Sup- 
ply Company, New Orleans; Times Appli- 
ance Company, New York City; Iron City 
Electric Company, Pittsburgh, Pa.; Inter- 
Mountain Electric Company, Salt Lake City; 
Pennsylvania Electric Company, Scranton; 
United Electric Company, Wichita, Kansas; 
and Westinghouse Electric Supply Company, 
Albany, N. Y., Allentown, Pa.; Baltimore, 
Md.; Binghampton, N. Y.; Brooklyn, N. Y.; 
Butte, Mont.; Charlotte, N. C.; Chicago, 
Ill.; Cleveland, Ohio; Dallas, Texas; Des 
Moines, Ia.; Detroit, Mich.; Duluth, Minn.; 
Evansville, Ind.; Fargo, N. D.; Flint, Mich.; 
Grand Rapids, Mich.; Houston, Texas; In- 
dianapolis, Ind.; Jacksonville, Fla.; Los An- 
geles, Calif.; Madison, Wis.; Mason City, 
Ia.; Memphis, Tenn.; Miami, Fla.; Milwau- 
kee, Wis.; Minneapolis, Minn.; Newark, 
N. J.; New York City; Oklahoma City, 
Okla.; Omaha, Neb.; Peoria, Ill.; Philadel- 
phia, Phoenix, Ariz.; Reading, Pa.; Roch- 
ester, N. Y.; San Antonio, Tex.; San Fran- 
cisco; Sioux City, Ia.; Spokane, Wash.; 
St. Louis, Mo.; St. Paul, Minn.; Syracuse, 
N. Y.; Tampa, Fla.; Tulsa, Okla.; Toledo, 
O.; Trenton, N. J.; Utica, N. Y.; Wash- 
ington, D. C.; Waterloo, Ia.; Wilmington, 
Del.; Worcester, Mass.; York, Pa. Raleigh, 
N. C. 


Zenith 

A reassignment of territories covered by 
Zenith field representatives is announced by 
A. T. Haugh, general sales manager for the 
Zenith Radio Corporation of Chicago. The 
Zenith field personnel and the new terri- 
tories assigned to them are as follows: 
Leo W. Reed: New England including Ban- 
gor, Boston, Rutland, New Haven and Al- 
bany. F. R. Mihleisen: Metropolitan New 
York and Philadelphia. C. A. Eyles: South- 
eastern including Maryland, Delaware, Vir- 
ginia, North and South Carolina, Georgia, 
Florida, Alabama and Tennessee. C. J. 
Main: Central states, including Michigan, 
Indiana, Kentucky, West Virginia and Ohio. 
E. G. Hefter: Southwestern, covering Mis- 
sissippi, Louisiana, Texas, Oklahoma, Ar- 
kansas, Missouri and Kansas. F. W. Will: 
Northwestern, covering Wisconsin, Illinois, 
Iowa, Nebraska, Wyoming, Montana, North 
and South Dakota and Minnesota. C. J. 
Pilliod, Tr.: West Coast, including Califor- 
nia, Washington, Oregon, Nevada and Idaho. 
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New Radi Equipment 


Ellis Microphones 


Ellis Electrical Laboratory, Chicago, 
is supplying microphones of the two-but- 
ton, stretched diaphragm, carbon gran- 
ule type, for public address systems. The 
buttons have a micrometer adjustment 





Ellis Two-Button Microphone 


and are rigidly supported by a three- 
pillar construction. The instrument is 
designed to give uniform response at all 
audible frequencies and is responsive to 
5 milliamperes at 3 volts. It is made 
in two sizes: 27% in. diameter at $45 
and 44 in. diameter at $75. All neces- 


sary accessories are also supplied. 





Supreme Set Analyzer 


A new set analyzer, Model 90, made 
by Supreme Instruments Corp., Green- 
wood, Miss., allows for 79 possible read- 
ings while testing a radio set and yet 
employs but one meter. This meter is 
of the copper oxide rectifier type so that 
it gives a-c as well as d-c readings. It 
has only two scales: 0-3 and 0-9, higher 
ranges being obtained through conven- 
ient multiplier resistance of 10 and 100 
times, respectively. For current read- 
ings it has five ranges up to 300 milli- 
amperes and for voltage readings six 


i 





ranges up to 900 volts. These read- 
ings may be made directly from the set 
under test by means of an ingenious yet 
simple combination of push buttons and 
switches. It may be used to measure 
grid, plate and filament voltages and 
grid and plate current on all types of 
tubes, including pentodes. It measures 
resistances, reactances and capacities and 
provides high and low resistance contin- 
uity tests, battery for which is enclosed 
in the analyzer. Its size is 44% by 9% 
by 11% inches, its weight 6 pounds and 
its price $78.50. It is accompanied by 
a complete manual of instructions. 


Rauland Amplifiers 


The Rauland Corp., Chicago, IIL., is 
placing a line of power amplifiers on the 
market. These are intended for the 
operation of from four to ten dynamic 
speakers in public address and central- 
ized radio systems. They are made in 
both portable and panel models and re- 
quire one ’27 tube in the first stage, two 
112A tubes in the second stage, and two 





Rauland Type 55-F Power Amplifier for 
Mounting on Channel Rack 


’50 tubes in the third stage, with two 
’81 rectifiers. The output is designed 
for either high or low impedance and 
the latter may be had in either fixed or 
variable type. The line also includes 
portable and panel mixers, pre-ampli- 
fiers, and microphone current supply 
units and other equipment for complete 
sound system installation. 


The New Lyric 


The new Lyric receiver, made by the 
All-American Mohawk Corp., tunes 
itself automatically to a pre-determined 
series of broadcast programs at definite 
times without human intervention. This 
is accomplished by a nine-position auto- 
matic tuner, an electric clock, and a 
mechanism which correlates their ac- 
tions. The set is also equipped with 
tone control and automatic control of 
volume. 
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Dayrad Test Oscillator 


The Radio Products Co., Dayton, 
Ohio, announces the Type 180 Dayrad 
test oscillator to cover the broadcast 
band, with extreme accuracy at 600 and 
1400 kc. A simple switch also causes 





Dayrad Test Oscillator 


it to oscillate at 175 or 180 ke. Visual 
indications of adjustments are given by 
an output meter of the copper oxide 
rectifier type. This instrument is useful 
in aligning, neutralizing and gauging r-f 
circuits in superheterodynes. 





Flewelling Set Analyzer and Tube 
Checker 


The new Flewelling combination 
analyzer and tube checker, manufac- 
tured by the Van Horne Tube Co., 
Franklin, Ohio, is designed to make a 
complete analysis of all circuit condi- 
tions in any radio receiver under the 
limits of 800 volts a-c or d-c and 100 
milliamperes. It also includes a com- 
plete tube checker and panel chart of 














New Flewelling Combination Analyzer and 
Tube Checker 


tube ratings. It is made for use on 60- 
cycle 110-115-volt a-c circuits and can 
also be furnished for 25-cycle operation. 
The instrument is operated by push 
buttons, and through pin jacks supplies 
eleven meter ranges for external testing. 
The panel is 7 by 12 in. and the leather 
carrying case is 1234 by 8 by 4% in. 
It weighs 6'4 pounds. 
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ASSOCIATION NEWS 





RMA to Establish Central Patent Bureau 


patent troubles in the radio industry 
has been taken by the Radio Manufacturers’ 
Association. Establishment of a central 
patent bureau to collect and disseminate 
complete information on radio patents was 
ordered by the RMA Board of Directors at 
their mid-summer meeting at Niagara Falls, 
Ontario. The new patent department will 
be in the New York offices in charge of a 
competent radio patent attorney. 

An extensive library on radio patents, 
foreign as well as domestic, will be de- 
veloped in the RMA patent department. It 
will collect, digest and index all radio pat- 
ents and publications and all information 
regarding patent litigation. Files of many 
important manufacturers who are members 
of the RMA will be centralized in the RMA 
patent department, which will advise manu- 
facturing members of radio suits and deci- 
sions, applications for and issuance of radio 
patents. The new patent department will 
not participate in any patent litigation, but 
its patent data will be available to all 
members. 

In addition to the new patent depart- 
ment, the RMA directors also made organi- 
zation plans for development of other in- 
dustry services. President Morris Metcalf 
of Springfield, Massachusetts, presided at 
the meeting and continued the organization 
of various groups of manufacturers to deal 
with their special interests. The following 
chairmen of the various manufacturing 
groups were appointed: 

Receivers, Captain William Sparks of 
Jackson, Michigan; 

Tubes, B. G. Erskine of Emporium, Penn- 
sylvania; 

Speakers, Henry C. Forster of Chicago, 
Illinois ; 


\ ‘ important step toward solution of the 


Cabinets, N. P. Bloom of Louisville, Ken- 
tucky ; 

Amplifiers, A. C. Kleckner of Racine, Wis- 
consin ; 


Raw Materials, R. T. 
York; 

Miscellaneous Parts, Lloyd Hammerlund 
of New York. 

H. B. Richmond of Cambridge, Massa- 
chusetts, former president of the RMA, was 
appointed director of the Association’s En- 
gineering Division, which has plans for ex- 
tensive work, especi@ily in connection with 
interference problems. Mr. Richmond suc- 
ceeds Mr. Walter E. Holland of Philadel- 
phia. Ray H. Manson of Rochester, New 
York, will again head the Standards Section 
of the Engineering Division. Membership 
in the American Standards Association is 
to be taken by the RMA. 

Plans for development of radio export 
trade were outlined by the newly appointed 
chairman of the Foreign Trade Committee, 
Mr. Arthur Moss of New York. More com- 
plete and recent export data will be dis- 
tributed to RMA members. 

In further reorganization of the RMA 
work during the coming year, President Met- 
calf appointed Harry M. Beach of Roch- 
ester, New York, as chairman of the Asso- 
ciation’s Merchandising Committee, and 
Major H. H. Frost of New York as chair- 
man of the RMA Show Committee, having 


Pierson of New 
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jurisdiction over the policies and operations 
of the annual RMA Trade Show and pub- 
lic shows. 


Reports on the recent successful trade 
show at Atlantic City and the annual RMA 
banquet were presented, respectively, by G. 
Clayton Irwin, Jr., of New York, Trade 
Show manager, and B. G. Erskine of Em- 
porium, Pennsylvania, Convention and Ban- 
quet Committee chairman. 


George C. Furness of New York, chair- 
man of the Association’s Statistics Commit- 
tee, outlined plans to expand the industry’s 
statistics reports, which are _ distributed 
monthly to association members. These sta- 
tistics will be handled in the future by the 
Standard Statistics Company of New York. 


J. Clarke Coit of Chicago, chairman of 
the RMA Trafhc Committee, also reported 
on steps being taken to secure further freight 
rate reductions on various radio products. 


A report on pending copyright and other 
radio legislation in Congress was made by 
Frank D. Scott, Washington legislative coun- 
sel for the RMA. Mr. Scott also reported 
that the Cuban Parcel Post Treaty had been 
completed under which radio parcel post 
shipment may be resumed to Cuba. 


Filing of law suits to test the constitu- 
tionality of the new South Carolina tax on 
radio receiving sets was reported by John 
W. Van Allen of Buffalo, general counsel 
of the RMA. 


Treasurer E. Rauland of Chicago pre- 
sented and the om of Directors approved 
a substantial budget for carrying on various 
association activities during the coming 
year, and the board also voted to continue 
the present schedule of membership dues. 
Under an amendment to the RMA consti- 
tution, approved at the Atlantic City con- 
vention, providing for associate member- 
ship, the board reclassified its active and 
associate members as recommended by 
Chairman Bloom of the Membership Com- 
mittee. Resolutions deploring the recent 
death of Mr. Ernest R. Reichmann, former 
association counsel, were adopted by the 
Board of Directors. 





Test Suits Against Radio Tax 


5 Radio Manufacturers Association is 
responsible for the filing of three law 
suits opposing the South Carolina tax on 
radio receiving sets in the Federal District 
Court at Charleston. The suits are filed in 
the name of WBT, of an individual owner 
of a receiving set, and of a local distributor. 
They ask for an injunction on the collec- 
tion of the tax, contending that the communi- 
cation of radio programs from the broad- 
caster to the receiver is interstate commerce, 
which is not subject to state or local taxa- 
tion. A temporary restraining order was 
issued by Judge Ernest F. Cochran, after 
the first hearing. 
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National Radio Week 


N ATIONAL Radio Week, September 22 
to 28, is to be observed throughout 
the country by means of special broadcasts, 
coéperative radio sections in newspapers, 
bonfires of obsolete sets, selection of “radio 
queens,” billboard displays and magazine 
advertising, all stressing the fact that ‘The 
Modern Home Demands a Modern Radio.” 
The time is coincident with that of the 
Radio World’s Fair in New York City and 
is sponsored by the Radio Manufacturers 
Association, the Radio Wholesalers Associa- 
tion, the National Federation of Radio As- 
sociations, and local trade associations at 
Omaha, Milwaukee, St. Louis, San Francisco, 
Seattle, and other cities whose trade asso- 
ciations are members of the N. F. R. A. The 
Executive Committee in charge of the event 
consist of J. Newcomb Blackman, Harry 
Alter and H. G. Erstrom, representing the 
N. F. R. A., and Herb. Frost, Bond Geddes 
and Maurice Metcalf representing the R. 
M. A. 


Radio Wholesalers’ Association 


A= of standards for Radio Ad- 
vertising is being distributed by the 
Association. The Set Committee is seeking 
the codperation of local trade associations 
and wholesalers in securing observance of 
the recommendations. A newly created as- 
sociate membership enables finance com- 
panies to join the association and participate 
in discussions at conventions. 


Standards for Radio Advertising 


fie National Federation of Radio As- 
sociations and the Radio Wholesalers 
Association has published an_ eight-page 
pamphlet containing thirty-one specific 
recommendations to be followed in adver- 
tising radio sets. Eleven of these are defi- 
nitions of what constitutes a “battery- 
operated,” a “socket-powered,” “electrified,” 
“electric,” “a-c tube electric,” “d-c electric,” 
“screen-grid,” or “one adjustment radio re- 
ceiver,” and “magnetic,” “electro-dynamic,” 
or “inductor dynamic’ loudspeaker. The 
other recommendations are briefly summar- 
ized as follows: 


When sets are advertised as “complete” 
at a designated price, there should be no 
additional expense to the purchaser, such as 
installation or interest charge. When the 
price of tubes is not included it should be 
clearly stated. If the advertised number 
of tubes includes rectifiers it should be 
clearly specified. Discontinued models should 
be described as such and all sets should be 
identified by the maker’s model number or 
year. They should be advertised as “former 
price” or “original price’ and not as “regu- 
lar price.” 

Claims for distance and selectivity should 
be based on average performance. Superla- 
tive claims and _ unrestricted statements 
should be avoided. It is considered inaccu- 
rate to advertise a device as a “static elimi- 
nator.” 


Used sets should be advertised as such. 
Advertisements of allowances on old sets 
should be clear as to whether they apply 
on all sets sold in the store. “Bait” adver- 
tising is considered unethical and if only a 
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limited quantity is available the fact should 
be clearly stated. Illustrations and layout 
should not convey a false impression. 

Guarantees should be clearly defined and 
adhered to. “Free Trial” should imply no 
cost or obligation to the customer. Cabinet 
woods should be truthfully named. 

The advertised “down payment” should 
assure delivery ready to operate. The 
phrase “no money down” should be literally 
true and “no interest charge” should mean 
that cash and credit prices are identical. A 
competitor’s merchandise should not be dis- 
paraged. 





Audiola Distributors 


Audiola Radio Co. of Chicago, through 
C. W. Strawn, sales manager, announces ap- 
pointment of the following distributors: 
Alabama—Birmingham, Alabama Elec. Sup- 

ply Co. 

California—San Francisco, Robert Weinstock, 

Inc. 

Colorado—Denver, Kindel Bedding & Fur- 
niture Co. 
Connecticut—Stamford, H S. Helander Auto 

Sup. Co. 

Florida—Fort Pierce, The Stanton Co.; 

Miami, Electrical Equipment Co. 
Illinois—Bloomington, Alverson Sales Co.; 

Chicago, Amber Elec. Supply Co., Chicago 

Radio Apparatus, Inc., Steiner Electric 

Co.; Peoria, Nailon Bros. Co. 
Indiana—Indianapolis and South Bend, The 

Gibson Company. 

Iowa—Davenport, Republic Electric Co. 
Kentucky—Ashland, Portsmouth Auto Sup- 
ply Co.; Louisville, Louisville Tin & Stove 

Co.; Newport, Northern Ky. Radio Sales. 
Maine—Bangor and Portland, James Bailey 
Co. 

Maryland—Baltimore, Girard Phonograph 

Co. 

Massachusetts—Boston, John V. Wilson Co. 
Michigan—Detroit, E. A. Bowman, Inc.; 

Grand Rapids, Brown & Sehler Co.; Kala- 

mazoo, The Gibson Company. 
Minnesota—Duluth, Minneapolis and _ St. 

Paul, The Belmont Corp. 
Missouri—Kansas City, Central States Elec- 

tric Co.; St. Louis, Lindeman-Hoffer, Inc. 
Nebraska—Omaha, Electric Maintenance Co. 
New Hampshire—Manchester, James Bailey 

Co., John V. Wilson Co. 

New Jersey—Newark, Maurice S. Despres. 
New York—-Binghamton, Southern N. Y. 

Elec. Sup. Co.; Buffalo, Pyramid Supply 

Co.; Elmira, Southern N. Y. Elec. Sup. 

Co.; Jamestown, Holmes & Volz, Inc.; 

New York City, Maurice S. Despres; 

Plattsburg, M. P. Myers & Co.; Pough- 

keepsie, Morosco Distributing Co.; Roches- 

ter, Alliance Motor Corp. 
Ohio—Cincinnati, Tovan_ Electric Co.; 

Cleveland, Mau Sherwood Supply Co.; 

Columbus, Loeb Electric Co.; Ironton, 

Portsmouth Auto Supply Co.; Lima, The 

Gibson Company; Portsmouth, Portsmouth 

Auto Supply Co.; Youngstown, The Elec- 

tric Equipment Co. 

Oklahoma—Oklahoma City, Southern Sales 

Co. 

Pennsylvania—Erie, Holmes & Volz, Inc.; 
Harrisburg, Girard Phonograph Co.; 
Newcastle, Pennsylvania Radio Mfg. Co.; 


Philadelphia, Girard Phonograph Co.; 
Pittsburg, Allied Elec. Supply Co.; Read- 
ing, Girard Phonograph Co.; Wilkes- 
Barre, Valley Utilities, 

Rhode Island—Providence, Belcher & Loomis 
Hdwe. Co. 

Tennessee—Chattanooga, James Supply Co. 

Utah—Salt Lake City, Salt Lake Hardware 
Co. 

Virginia—Lynchburg, Barker Jennings 
Hdwe. Co. 

Wisconsin—Milwaukee, Phillip Gross Hdwe. 
& Sup. Co. 

District of Columbia—Washington, Girard 
Phonograph Co. 


PERSONAL MENTION 
PPPRAPAP APA APR ASP A 


George K. Throckmorton, executive vice- 
president of E. T. Cunningham, Inc., has 
been elected a director of the Radio Manu- 
facturers Association. 





J. G. Hawthorne, formerly representative 
of the Sonora Phonograph Co., has succeeded 
George C. Lane as Southern California rep- 
resentative of the American Bosch Magneto 
Corp. radio division. Mr. Lane is with 
Collins-Lane, Ltd., as Bosch distributor at 
Los Angeles. 





James C. Pope, Jr., of Minneapolis, has 
been appointed representative of the Poly- 
met Manufacturing Corp. for Minnesota, 
North and South Dakota. 





Hermann Star, vice-president of Warner 
Bros. Pictures and president of First Na- 
tional Pictures, has been elected a director 
of the De Forest Radio Co. 





D. W. Walker has been made sales mana- 
ger for A. H. Grebe Co., Inc., and George P. 
Rhodes is now advertising manager as well 
as sales promotion manager. 





Clyde Tracey, formerly associated with 
National Union Radio Corp., now has charge 
of sales for the Gold Seal Electrical Co., 
makers of Gold Seal tubes. 





E. A. Tracey, first vice-president National 
Union Radio Corporation, recently investi- 
gated several Pacific Coast cities as possible 
locations for the establishment of another 
tube making plant, the company now having 
three in the New York area and one in 
Chicago in addition to its western ware- 
houses. 





Newton Norman has been appointed east- 
ern representative for the Ken-Rad Corpo- 
ration of Owensboro, Ky., by Sales Manager 
R. E. Smiley. This territory includes east- 
ern Pennsylvania, lower New Jersey, Dela- 
ware, Maryland and the District of Co- 
lumbia. 





J. F. Church, formerly manager of the 
radio division of the Kodel Electric and Man- 
ufacturing Co., is now with the Jensen Man- 
ufacturing Co. at Chicago. 





Harry Sadenwater, formerly engineer in 
charge of WGY, is now sales engineer with 
the RCA-Victor Co. at Camden, New Jersey. 





R. M. Peters, formerly assistant sales mana- 
ger at Chicago for the American Bosch Mag- 
neto Corporation, has become sales manager, 
succeeding Herbert Shoemaker who has 
bought the Automotive Electrical Supply Co. 
of Memphis, Tenn. 


A. G. Linsig, sales manager for Brunswick 
Radio Corporation at Buenos Aires, Argen- 
tine, under the direction of Z. E. Salisbury, 
general manager of the South Amercan 
Foreign Division. 





Paul C. Staake, formerly director of ad- 
vertising and publicity for De Forest Radio 
Co. has become advertising manager for the 
National Union Radio Corp. of New York 
City. 
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NEW RADIO CATALOGS 
APPR PAPA PAA AAPA 


Arcturus Radio Tube Co., Newark, N. J., 
in “The Photolytic Cell” presents a simple 
explanation of the theory and application 
of photo-electricity. Practical circuits are 
given for constructing several simple work- 
ing models. 





A new brochure on Grebe Radio, from 
A. H. Grebe and Company, Richmond Hill, 
N. Y., makes a striking presentation of the 
new models which use the SK4 and new 
AH1 chasis. The arguments in the text 
and the attractiveness of the illustrations will 
help the dealer who sells this line. 





The Capehart Corporation of Fort Wayne, 
Indiana, manufacturers of the Capehart Or- 
chestrope and Amperion, automatic phono- 
graphs and phonograph-radio combinations, 
is publishing a monthly list of records for 
use in their instruments. 


Ohmite Manufacturing Company, Chicago, 
has issued a 16-page catalog, 8%4 by 11 
inches, of vitreous enameled resistance units 
whose ratings range from 5 to 240 watts. 
Useful data and curves are included for 
the use of the engineer and designer. 


International Resistance Co., 2006 Chest- 
nut Street, Philadelphia, has issued a “Re- 
sistor Replacement Guide” which gives the 
resistor requirements of various standard 
radio sets for several years past. It is 
supplied in loose leaf form with binder for 
fifty cents, which includes subsequent sheets 
to be issued. 


“The Electric Voice” is a booklet about 
centralized radio and public address sys- 
tems issued by the Radio Receptor Co. of 
New York City. It illustrates and describes 
the general application of such equipment 
in schools, hospitals, trains, shipboard, sta- 
dium, apartment houses, churches and the 
like. Technical specifications and prices of 
necessary accessories are shown in Bulletin 
1032, a separate publication. 





Vol. 1, No. 1 of “Full Range” comes from 
the Merchandise Department of General 
Electric Co. as the first of a series of selling 
aids for dealers who sell General Electric 
radio, which has “a full range of selectivity, 
sensitivity and reproduction,” and for whose 
merchandizing the dealer has “a full range 
of support.” 

General Radio Co., Cambridge A, Mass., 
are distributing a circular on the Type 404 
test-signal generator for use in neutralizing 
and aligning receivers and comparing their 
performance. 


Best Manufacturing Co., Irvington, New 
Jersey, has issued circulars on various 
models of dynamic speakers and pick-ups for 
theater and other uses. 


“Condenser Masterpieces” is the title of an 
8-page bulletin from Dubilier Condenser 
Corporation, New York City. It illustrates, 
describes and prices many types of socket 
power condensers, as well as those used for 
transmitting, by-pass, and interference elimi- 
nation. 


“Kellogg Industrial Apparatus” from the 
Kellogg Switchboard & Supply Co. of Chi- 
cago, is a loose-leaf catalog of equipment to 
be used by radio manufacturers and broad- 
cast stations. It includes keys, jacks, paper 
condensers, a-c tubes, microphones, coils, low- 
voltage lamps and wiring ‘accessories. 














Determinants of Radio Design 


(Continued from Page 34) 


with the fact that a radio manufacturer 
need not have a vast organization in 
order to be stable. The reason for this 
is reflected directly from the first para- 
graphs of this article—namely, that al- 
most without exception every radio man- 
ufacturer depends upon outside sources 
for his major parts. Thus it is not at 
all uncommon to find a relatively small 
receiver manufacturer building a prod- 
uct composed of parts identical in their 
manufacture with those used by the larg- 
est producers. Nor will the receiving 
set manufactured by the small producer 
have any less design merit than the prod- 
uct of the large manufacturer. This is 
largely the result of the laboratory ser- 
vice which is incident to the undertaking 
of an agreement with any of the large 
patent licensors such as the Radio Cor- 
poration of America, Radio Frequency 
Laboratories, Hazeltine Laboratories, 
Inc., and other major contributors to 
the art of receiver design. 

Not infrequently the receiver manu- 
facturer whose output is small finds him- 
self in this position merely because of 


“CHARGE IT” 
(Continued from Page 48) 


turned that it determines if the buyer 
is all he claims to be. 


Make Your Own Authorization 
System 


T is not possible to present a cut and 

dried authorization system which 
will assist any business. Size and nature 
of the individual business extending 
credit vitally relates to the efficient au- 
thorization routine. 

This routine is made up of files, 
limits and rules for employees. All these 
should be based on the individual store’s 
operation conditions. 

The objective which is reached should 
be a condition under which customers, 
buying on a charge-take basis, get their 
goods immediately, and if the fact there 
has been an authorization detail attended 
to is not apparent, so much the better. 
Also, the routine should be rapid. 

It is a fact that, in some stores using 
the charge-phone system, the average 
time consumed on authorization for 
hours at a time is less than twenty-five 
seconds! It seems incredible, but it is 
true. 

In arriving at a rapid routine, the 
factor of safety must not be forgotten 
for a moment. It is, indeed, out of re- 
gard for safety that the whole authoriza- 
tion routine is set up. 
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lack of distributing facilities or work- 
ing capital, whereas his laboratory staff 
and laboratory equipment are quite as 
competent and complete as those found 
in the industrial giants of radio. Hence 
the prospective purchaser need not be 
under the impression that his purchase 
will be excellent in proportion to the size 
of its producer. 


What Will the Future Bring? 


 porywe development is unceasing 
and because the life of the industry 
depends upon continued improvement, it 
is no wonder that the receiver of the 
future follows so closely at the heels of 
the receiver of today that there is hardly 
a line of demarcation. 

Only a few months ago features were 
promised for the distant future and yet 
there have been shown at the recent 
trade shows the products of prominent 
manufacturers which embody these very 
features. Thus remote control, tone con- 
trol, and the screen grid superhetero- 
dyne, subjects only for laboratory dis- 


PROFIT PROMOTION 
(Continued from Page 28) 


Yes, the production of maximum profit 
volume in the radio store calls for much 
more than maximum sales volume. It 
calls for planned action and controlled 
action ; and always with a definite aim at 


the real target-—PROFIT VOLUME. 


Let us see to it that the three basic 
essentials in management—/flanning, ac- 
tion, control—are fixed in mind more 
firmly than ever before, and kept in 
mind more constantly than ever before. 


This lesson will then have done its 
work. Qur appreciation of the practi- 
cal value in recognizing and understand- 
ing and applying basic principles will 
then grow surely and steadily, like a 
well-rooted and well-nourished tree. We 
will find ourselves more frequently mak- 
ing a practical test of this bedrock for 
our management. 


The practical test is not, of course, a 
matter of exact measurement. It de- 
pends entirely upon our own individual 
judgment. We must “sense” for our- 
selves whether our planning and acting 
and controlling are sufficiently sound, 
and are working together as harmoni- 
ously as they should. Our sensing ability 
develops rapidly through the thoughtful 
and continued study of fundamentals. 
Remember that. 
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cussion but a few months ago, are to be 
found on the leading makes of receivers. 

It is human nature to wonder what 
the future will bring, but it is not hu- 
man nature to be able to predict the 
future. The curve of development can 
nevertheless be extrapolated somewhat. 
Tone control, appearing now on only 
three or four makes of receivers, will 
undoubtedly become a standard feature 
because it embodies a thoroughly sound 
principle. Remote control, fascinating 
and wizardlike though it may be in its 
performance, promises to die an un- 
timely death because of the advent of 
the midget receiving set, several of 
which may be installed for the price of a 
single centralized receiver with remote 
control stations. 

It is not within the realm of this ar- 
ticle to discuss speculative radical im- 
provements or changes, but there can be 
no doubt that as time goes on, radio re- 
ceivers will be cheaper to buy, more dur- 
able mechanically, more beautiful in 
their appearance, and more perfect in 
their performance. 


We may size up the situation and 
find, for example, that our action is 
much stronger in proportion than our 
planning and controlling. In that event 
well, we progress through striving to 
improve. 





(All Rights Reserved) 


Editor’s Note: The next lesson for Radio's 
Course in Profit Promotion will discuss why and 
how “Every Radio Dealer Can Build a Better 
Profit-Making Program.” Be sure to save each 
lesson. You certainly will want to review every 
lesson from time to time as the course unfolds. 





Unique Clarion Demonstrator 


The McClendon Hardware Co. of 
Waco, Texas, demonstrates Clarion re- 
ceivers by means of an auto bus which 
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Clarion Demonstration Room on Wheels 


carries the salesmen, servicemen and 
several radios to the dealer’s store. The 
salesman plugs in on an a-c line and 
gives an outdoor demonstration that 
soon attracts a big crowd. 
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THINGS HAPPEN 
OVERNIGHT IN RADIO 


Circuit refinements are perfected—new 
patents are released — public demand 
changes. 


Always alert, Story and Clark keeps 
abreast of the changing tides. Dealers 
who have continued their relations with 
Story and Clark over a period of three 
score years and ten have complete con- 
fidence that before a new benane notice- 
able the new Story and Clark product 
is on hand to meet the demand. 





The research and engineering work of 
months goes into the planning of pro- 
duction for the seasons ahead. Field 
men and engineers, marketing and ad- 
vertising departments, are at work week 
after week determining the trend of 








Model 51, With Automatic Volume Control, $317 


d Other Models $208 and $248 public demand—checking, testing and 
S and up to $1000 i SI with every circuit de- 


velopment—all to the end that Radio by 
it Story and Clark may continue to be 
Oo The Highest Note In Radio Achieve- 
ment.”’ 


Prices quoted are without tubes 


Such foresight, such planning are the 
d dealer's guarantee of ser ame from ob- 
er solete merchandise, surprise changes, 
and other stratagems that threaten his 
good business standing and continued 
prosperity. 

Built Complete in the Story & Clark Factories 


Tue Story &« CLARK Rapio CorPoRATION 
rt 173 N. Michigan Avenue, Chicago 


E- * ** 
h Manufactured under Story & CLARK owned Patents 
and Patents Pending 


Licensed under R. C. A. and Affiliated Companies, 


by STORY & CLARK 
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Who Makes It 


Classified Index of Radio Equipment and Its Manufacturers 
Corrected Monthly 


Key to Letters and Numbers 


A- 1 
2 
3 
4 
A- 5 
6 
7 
8 
8 
A-10 
A-ll 
A-12 
A-13 
A-14 
A-15 
A-16 
ALi 
A-19 
A-20 
A-21 


A-22 


A-23 
A-24 


A-25 
A-26 


A-27 
A-28 
A-29 
A-30 
A-31 


A-32 
A-33 


A-34 
A-35 
A-36 
A-37 
A-38 
A-39 
A-40 
A-41 
A-42 
A-43 
A-44 
A-45 
A-46 
A-47 
A-48 
A-49 
A-50 


A-51 
A-52 


A-53 
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The Abox Co., 215 N. Michigan Ave., Chicago, 
Ill. 


Accusti-Cone Laboratories, 1 N. Seventh, Phil- 
adelphia, Pa. 

The A-C Dayton Co., 300 E. First St., 
Ohio. 

Acme Apparatus Corp., 37 Osborn St., 
bridge, Mass. 

The Acme Electric & Mfg. Co., 1444 Hamilton 
Ave., Cleveland, Ohio. 

Acme Products Co., 22 Elkins St., South Bos- 
ton, Mass. 

The Acme Wire Co., New Haven, Conn. 

~—s —?+¥ Corp., 123 N. Sangamon St., 


Ill. 
Adler Mie: Co., 29th and Chestnut Sts., Louis- 
ville, Ky. 
Adrola Corp., Fort Jefferson, N. Y. 


Dayton, 


Cam- 


Chi- 


Advance Electric Co., 1260 W. 2nd St., Los 
Angeles, Calif. 
Aeria] Insulator Co., Inc., 429 N. Washington 


St., Green Bay, Wis. 

Aero Products, Inc., 4611 E. Ravenswood Ave. i 
Chicago, Ill. 

Aerovox Wireless Corp., 
Brooklyn, N. Y. 

Ajax Electric Specialty Co., 
St. Louis, Mo. 

Akron Porcelain Co., Akron, Ohio. 

Alden Mfg. Cc., Brockton, Mass. 

Aladdin Mfg. Co., 602 E. i8th St., Muncie, Ind. 

All-American Mohawk Corp., 4201 Belmont 
Ave., Chicago, IIl. 

Allan Mfg. & Electrical Corp., 
_ = & 


Allen-Bradley Co., 
Wis 


494 Reed St., 
Alen-ieush-Georyele, Co., 279 Walker St., 
Milwaukee, Wis. 
Alpha Wire Corp., 520 Broadway, N. Y. C. 
Aluminum Co. of America, 2400 Oliver Blidg., 
Pittsburgh, Pa. 
American Apparatus Co., Richmond, Ind. 
American Battery Corp., 2053 N. Racine Ave., 
Chicago, Il. 


70 Washington St., 
1926 Chestnut St., 


529 Broadway, 


Milwaukee, 


— Bosch Magneto Corp., Springfield, 

ass. 

American Electric Co., 64th and State St., 
Chicago, Ill. 

American Hard Rubber Co., 11 Mercer St., 
M, Ss < 

American Lava Corp., 29 William St., Chatta- 
nooga, Tenn. 

American Piezo Supply Co., 1101 Huron Bidg., 
Kansas City, Mo. 

American Porcelain Co., Akron, Ohio. 

American Radio Hardware Co., 135 Grand, 


aN. 


Cc 

American ed Corp., 

Jersey City, N. J. 

American Storage Battery Co., 128 Dartmouth, 
Boston, Mass. 

American Transformer Co., 
Newark, N. J. 

Amoroso Mfg. Co., 60 India St., Boston, Mass. 

Amperite Corp., 561 Broadway, N. Y. C. 


1200 Summit St., 


178 Emmet S&t., 


Amplex Instrument Labs., 132 W. 2ist St., 
N. ¥. C. 

<a Corp. of America, 133 W. 2ist St., 

The Amrad Corp., 205 College Ave., Medford, 
Mass. 

Anaconda Wire & Cable Co., 111 W. Washing- 
ton St., Chicago, Ill. 

F. A. D. Andrea, Inc., Jackson, A i and 
Queen Sts., Long Island City, N. Y 


Anylite Electric Co., Fort Wayne, Ind. 

Arc-Aerial, Inc., Green Bay, Wis. 

Arco Electrical Corp., 207 E. Columbia St., 
Fort Wayne, Ind. 

Arcturus Radio Tube Co., 
Newark, N. J. 

Argon Tube Corp., 
N. J. 


260 Sherman Ave., 


102 Livingston, Newark, 

Armstrong Electric Co., 
ark, 

Armstrong & White, 9th and Liberty Ave., 
Pittsburgh, Pa. 

Arnold Electric Co. , Racine, Wis. 

Aston Cabinet Mfrs., 1223 W. Lake St., 
cago, Ill. 

Atlantic Electric Lamp Co., Salem, Mass. 


187 Sylvan Ave., New- 


Chi- 


A-54 
A-55 


A-56 
A-57 
A-58 
A-59 


A-60 
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C-11 
C-12 


C-13 


Atlas Radio Corp., Peabody, Mass. 
Atwater-Kent Mfg. Co., 4700 Wissahickon 
Ave., Philadelphia, Pa. 

Auburn Button Wks., Inc., Auburn, N. Y. 

Audak Co., 565 Fifth Ave., N. Y. C. 

Audiola Radio Corp., 430 S. Green, Chicago, Ill. 

The D. L. Auld Co., 5th Ave. and 5th St., Co- 
lumbus, Ohio. 

Automatic Radio Mfg. Co., 112 Canal St., 
ton, Mass. 

Automobile Radio Corp., 1475 E. Grand Blvd., 
Detroit, Mich. 

Bailey-Cole Electrical Co., 1341 Flatbush Ave., 
Brooklyn, N. Y. 

Baldor Radio Corp., 80 4th Ave., N. Y. C. 

Nathaniel Baldwin, Inc., 3474 S. 23rd St., E., 
Salt Lake City, Utah.’ 

Balkeit Radio Co., North Chicago, Ill. 

Baritone Mfg. Co., 844 W. Jackson, Chicago, Il. 

Barkelew Electric Mfg. Co., Middletown, Ohio. 

The Wallace Barnes Co., Box 506, Bristol, Conn. 

Barrett Mfg. Co., 3712 San Pablo Ave., Oak- 
land, Calif. 

Bassett Metal Goods Co., Derby, Conn. 

Bastian Co., 1600 Clinton Ave., N., Roch- 


ester, 

Batteryless ‘Radio Corp., 116 W. 65th St., 

Beaver Mfg. Co., 625 N. 3rd St., Newark, N. J. 

~~. Electrical Instrument Co., Penacook, 

Belden Mfg. Co., 2300 S. Western Ave., Chi- 
cago, Ill. 

Benjamin Electric Mfg. Co., Des Plaines, Ill. 

Bernard Electrical Mfg. Co., 36 Flatbush Ave., 
Brooklyn, N. Y. 

Best Mfg. Co., 1200 Grove St., Irvington, N. J. 

Bethesda Crystal Lab., Bethesda, Md. 

Birnbach Radio Co., 254 W. 31st ins wee Es 

Bisby Mfg. Co., 59 Warren, i ee 

B-L Electric Co., St. Louis, Mo 

a Electric Co., 2254 W. Ohio St., Chicago, 


Bond Electric Corp., Jersey City, N. J. 

Borden Electric Co.. 480 Broad, Newark, NH. J. 

Bosworth Electric Mfg. Co., Main and Lexing- 
ton Ave., Norwood, Cincinnati, Ohio. 

Boudette Mfg. Co., 67 Crescent Ave., Chelsea, 
Mass. 

L. S. ~~ Mfg. Corp., 55 Dickerson St., New- 
ark, N. 

Braun ce. wr. C., 551 Randolph, Chicago, Ill. 

Bremer- Tully Mfe. Co., 656 Washington Blvd. 
Chicago, Ill. 

Bright Star Battery Co., Hoboken, N. J. 

Broadcaster’s Service Bureau, ‘San Jose, Calif 

Brooklyn Metal nays Corp., 718 Atlantic 


Bos- 


Ave., Brooklyn, N 

Browne & Caine, Inc., 2317 Calumet Ave., Chi- 
cago, Ill. 

Browning-Drake Corp., Calvary St., Waltham, 
Mass. 

Brunswick-Balke-Collender Co., 623 S. Wabash 
Ave., Chicago, . 


Buckeye Electric Mfrs., Gladwin, Mich. 

The Buckingham Radio Corp., 440 W. Superior 
St., Chicago, Il. 

Bud Radio, Inc., 2744 Cedar, Cleveland, Ohio. 

Burgess ey Co., Harris Trust Bldg., Chi- 
cago, 

Bush & Lane Piano Co., Holland, Mich. 

Cable Radio a Corp., 84 N. Ninth St., 
Brooklyn, . 2 

ony & ag Inc., 2515 W. 35th St., 


i. & Miller Co., Inc., Springwater, 
The Capehart Corp., Fort Wayne, Ind. 
Carborundum Co., Niagara Falls, N. Y. 


Chicago, 
x. ¥. 


as re. Corp., 81 Prospect St., Brook- 

yn, N. 

oo Radio Co., 407 S. Aberdeen St., Chicago, 
Il 

Cary Cabinet Corp., 1427 N. 15th St., St. Louis, 


Mo. 
The Caswell-Runyan Co., Huntington, Ind. 
CeCo jute. Co., Inc., 702 Eddy St., Providence, 
R. 


PR Radio Corp., Beloit, Wis. 


Central Radio Labs., 16 Keefe Ave., Milwau- 
kee, Wis. 
Champion Radio Works, Inc., 140 Pine St., 


Danvers, Mass. 
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Items 
ADAPTERS, Tube 
A-17, C-7, C-39, F-22, G-12, 
1-5, L-12, M-5, P-1, R-13, 
R-22, S-26, W-24. 
AERIAL EQUIPMENT, Lead- 
ins, Lightning ~_ Loops, 
Mastarms, Plugs, 
A-15, A-33, A-37, As, A-50, 
B-9, B-13, B-20, B-2i, B-26, 


. oe, ots, 9-07, 
S-47, T-20, T-2i, U-6, W-13. 
W-2i, Y-1. 

AERIAL INSULATORS 
A-12, A-15, A-16, A-29, A-30, 
A-32, A-50, B-6, B-26, C-32, 
C-35, F-14, F-16, G-12, H-6, 
H-11, 1-4, 1-5, J-4, K-15, L-11, 
M-11, P-7, P-i8,’ P-24, R-1l, 
S-26, S-31, T-18, U-4, U-5. 

ALUMINUM SHEET, ROD & 

TUBE 


-14, R-20,' S-1,' S-18, 
-25, S-35, T-10, W-8. 
IES, Dry 
-22, B-29, B-38, D-8, 
-4, N-2, $-20, S-41. 
rERIES. Storage 
A-26, B-35, E-14, G-9, G-19, 
G-23, P-6, S-20, S-41, U-13, 
a ey i! CHARGERS 
A-19, A-26, A-46, B-20a, C-21, 
D-1, E-12, E13, E-18, G-6, 
G-20, K-4, K-17 P-6, S-3, 
S-24, T-12, T-15,'U-15, W-2, 
W- 11, W-2 27. 
BATTERY CHARGING RE- 


A-19, A-46, C-24, C-25, F-17, 

H-6, H-11, L-4, R- 24, T-7, 

U-5, W-2, Y-2 

BATTERY 'ELIMINATORS 

(For Plate yueens Supply) 
A-19, A-25, A-35, A-45, B-16, 
B-22, C-18, C39, D-6, E-10, 
E-18, F-4, F-17, F-18, G-7, 
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P-20, P-21, P-23, S-18, S-20, 
S- 24, 


S-39, T-12, T-16, W-7, 
W-1 


BATTERY POWER UNITS 
(Combination) 

A-35, A-46, C-33, D-1, D-14, 
E-12, F-17, G-8, G-23, G-29, 
H-7, K-4, K-12, P-6, R-8 

S-20, S-24, T-i3, V-3, Was. 
W-2?. 


BINDING POSTS 

A-2, A-15, A-24, A-S6, B-7, 
C-17, E-S, F-1, F-8, 
G-12, G-18, 1-5, K-6, P-7, 
P-12, P-15, R-19; S-26, W-5, 


BRACKETS, Sub-Panel 


B-14, E-8, E-10, F-22, 
ts ot P-12, S-18, S-25. 
BROADCASTING 
EQUIPMENT 
-8, B-30, E-15, E-19, F-7, 
-22, G6, G-12, G-25; H-12, 
J-3, K-5, R9, -17, S-1, 
S-20 ate Wet 


CABINETS 
A-9, A-52, A-59, B-34, B-36, 
B-39, C-8, C-9, 


D-2, E-4,_E-21, E-24, E-25, 
F-6, F-10, F-19, G-36, H-2. 
H-21, -16, L-8, L-9, 12, 
N-3, P-11, P-14, P-17, R-5. 
R-6, R-12, R-23, §-15,’ S-22° 
S-36, S-34, S-37° S-38, §-43, 
U-1, W-4, W-6, W-16 
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THE NEW 


HYDRO 


POSITIVE 
THIS PRINCIPLE 











LIFE-LIKE REPRODUCTION 
ACCOMPLISHED BY A 
NEW METHOD OF DESIGN... . 


HE HYDRO POSITIVE MAGNETIC PICKUP differs from 
others in that an improved design has been perfected for the pole 
pieces, armature and suspension, and in the magnetic circuit. This new 
type of armature has only one resonance period, resulting in vastly im- 
proved reproducing qualities. One demonstration will convince you of 


, 8 ; The coupon brings 
its superiority. The use of two very small rubber bearings further results completeinformation 


in added tonal brilliance. There are three models of the new HYDRO and prices 
POSITIVE MAGNETIC PICKUP. One is for ordinary phonograph 
use—another for talking pictures, and another for broadcasting stations 
and engineering laboratories. Other pickups for 











special work are also available. Those who are in UNIT REPRODUCER CO.. 
the market for a better pickup will benefit by - sewage Road, 
- - i ochester, N. Y. 

writing us today for further information. Tell me more about the HYDRO POSITIVE 
Pickups, as advertised in September RADIO. 
Name 

UNIT REPRODUCER CO. | 
Address 


822 Merchants Road : 
ROCHESTER -_~ - ; » MG a : 
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E-1 


E-12 
E-13 


E-14 
E-15 


E-16 
E-17 


E-18 
E-19 
E-20 
E-21 


E-22 
E-23 


E-24 
E-25 


Chicago Transformer Corp., 4541 Ravenswood 
Ave., Chi o, Ill. 

Chillicothe Furniture Co., 1 Cherry St., Chilli- 
sae Mfg Co., Trenton, N. J 

Circle g. Co., Tr a. On 

Clarostat Mfg. Co., Inc., 285 N. Sixth St., 
Brooklyn, N. Y. 

Cole Sales Co., 36 Pearl, Hartford, Conn. 


Colonial Radio Cup 25 Wilbur Ave., Long 
Island City, N. Y. 

Columbia oy. ae Co., Inc., 1819 Broad- 
way, N. Y. C. 

Columbia Radio Corp., 711 W. Lake St., Chi- 
cago, Ill. 


Concourse Elec. Co. 

Condenser Corp. of America, 259 Cornelison 
Ave., Jersey City, N. J. 

Connecticut Electric Mfg. Co., Bridgeport, 
Conn. 

Connecticut Telephone & Electric Co., Meri- 
den, Conn. 

The Conner ~~ te Co., 5th and Oak Sts., 
New Albany, Ind. 

Consolidated Elec. Lamp Co., 88 Holten, Dan- 
vers, Mass. 

Consolidated Vacuum Tube Corp., 22 East 21st 
i 2s os 

Continental- Diamond Fibre Co., 1150 W. 3rd 
St., Cleveland, Ohio. 

Continental Electric & Mfg. Co., 1890 E. For- 
tieth, Cleveland, Ohio. 

Continental Radio Corp., Fort Wayne, Ind. 

Cook Porcelain Ins. Corp., Cambridge, Ohio. 

Cooper Corp., 8th and Main Sts., Cincinnati, 


Ohio. 

Cornell Elec. Mfg. Co., Rawson St. and Anable 
Ave., Long Island City, N. Y. 

Corning Glass Works, Corning, N. Y. 

Cornish Wire Co., Inc., 30 Church St., N. ¥. C. 

Crescent Braid Co., Providence, R. L. 

Cresradio Corp., 166 Jamaica Ave., Jamaica, 


Crosley Radio Corp., 3401 Colerain Ave., Cin- 
cinnati, Ohio. 

Crouse-Hind Co., Syracuse, N. Y. 

Crowe Name & Mfg. Co., 1749 Grace St., 
Chicago, Ill. 

E. Tv. Cunningham, Inc., 370 Seventh Ave., 
* A - 


w.. ¥. ae 

The Cutler-Hammer Mfg. Co., 12th and St. 
Paul Ave., Milwaukee, Wis. 

D. A. Radio Co., 30 Hollister St., Buffalo, N. =. 

The Daven Co., 160 Summit St., Newark, N. J. 

Davis Industries, Inc., 314 W. 43rd St., Chi- 
cago, Ill. 

Day-Fan Electric Co., 1320 Wisconsin Bivd., 
Dayton, Ohic. 

DeForest Radio Co., Central and Franklin Sts., 
Jersey City, N. J. 

Ey A Corp., 418 Broome St., N. Y. C. 

Demco Products Co., 1521 Market St., Wheel- 
ing, W. Va. 

Diamond Appliance Co., South Bend, Ind. 

Diamond Electric Corp., 780 Frelinghuysen 
Ave., Newark, N. J. 

Diamond Vacuum Products Co., 4049 Diversey 
Ave., Chicago, Il. 

Dieh] Mfg. Co., Elizabethport, N. J. 

Dileco Electric Corp., Harrison, N. J. 

Dongan Electric Mfg. Co., 3001 Franklin St., 
Detroit, Mich. 

Donle-Bristol Corp., Meriden, Conn. 

Dooley Rectifier Co., Wheeling, W. Va. 

Dubilier Condenser Corp., 342 Madison Ave., 
a 

Dudlo Mfg. Co., Fort Wayne, Ind. 

Duovac Radio Tube Corp., 360 Furman, Brook- 
lyn, N. Y 

Eagle Electric Mfg. Co., 59 Hall St., Brooklyn, 


Eastern Coil Co., 56 Christopher Ave., Brook- 
lyn, N. Y. 

Easton Coil Co., Keplers, Ind. 

Ebert Furniture Co., Red Lion, Pa. 

The H. H. Eby Mfg. Co., Inc., 4710 Stenton 
Ave., Philadelphia, Pa. 

Thomas A. Edison, Inc., Orange, N. J. 

The Ekko Co., 111 W. Monroe St., Chicago, Il. 

Electrad, Inc., 175 Varick St., N. Y. C. 

Electrical Products Mfg. Co., Providence, R. I. 

Electrical Research Labs., Inc., 1731 W. 22nd 
St., Chicago, Ill. 

Electrical Specialty Co., 211 South St., Stam- 
ford, Conn. 

Electric Autolite Co., Toledo, Ohio. 

Electric Heat Control Co., 5902 Carnegie Ave., 
Cleveland, Ohio. 

Electric Storage Battery Co., Philadelphia, Pa. 

Electro Acoustics Products Co., 55 E. Wacker 
Drive, Chicago, Ill. 

Electron Relay Co., 83 Fourth Ave., N. Y. C. 

Elgin Cabinet Corp., Union and W. Chicago 
Sts., Elgin, Il. 

Elkon, Inc., 200 Fox Island Road, Port Ches- 
ter, N. Y. 

Ellis Electrical Lab., 333 W. Madison St., Chi- 
cago, Il. 

Emerson Radio & Phonograph Corp., 635 Sixth 
Ave., New York City. 

The Empire, Ltd., 11th and Harrison, Rock- 
ford, Il. 

Empire Steel Corp., Mansfield, Ohio. 

Essenbee Radio Devices Co., 2016 W. Lake St., 
Chicago, IIL. 

Eureka Talking Machine Corp., 5939 S. Lowe 
Ave., Chicago, Ill. 

Excello Products Corp., 4820 W. 
Cicero, Tl. 


16th St., 





294 E. 137th St., N. Y. C.. 
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G-16 
G-17 
G-18 
G-19 
G-20 
G-21 


G-22 
G-23 


G-24 
G-25 


G-26 
G-27 


G-28 
G-29 


G-30 


G-31 
G-32 


H- 


H- 
H- 


1 


Fahnestock Electric Co., East Ave. and 8th St., 
Long Island City, N. Y. 

Fairmount Elec. & Mfg. Co., 59th and Wood- 
land Ave., Philadelphia, Pa. 

Fansteel Products Co., No. Chicago, Il. 

Farrand Mfg. Co., Inc., Metropolitan Bidg., 
Long Island City, N. Y. 

7 . Fast & Co., 3982 Barry Ave., Chicago, 

Federal Wood Products Corp., 206 Lexington 
Ave., X. ¥. C 

Ferranti, Inc., 130 W. 42nd St., N. Y. C. 

Fibroc Insulation Co., Valparaiso, Ind. 

Fidelity Radio Corp., Walker Bank Bidg., Salt 
Lake City, Utah. 

Robert Findlay Mfg. Co., 
tan Ave., Brooklyn, N. Y. 

Fisch Radio Co., 1283 Hoe Ave., N. Y. C. 

Fishwick Radio Co., 133 Central Parkway, 
Cincinnati, Ohio. 

A. M. Flechtheim & Co., Inc., 136 Liberty St., 
New York City 

M. M. Fleron & Son, Trenton, N. J. 

Foote-Pierson & Co., 75 Hudson, Newark, N. J. 

The Formica Insulation Co., Cincinnati, Ohio. 

io Mfg. Co., 10325 Berea Rd., Cleveland, 

oO. 

Freed-Eisemann Radio Corp., Junius St. and 
Liberty Ave., Brooklyn, N. Y. 

Jesse French & Sons Piano Co., New Castle, 


Ind. 

French Battery Co., 30 N. Michigan Ave., Chi- 
cago, Ill. 

S. Freshman Co., 225 N. Michigan Ave., Chi- 
cago, Ill. 

Herbert H. Frost, Inc., 1124 W. Beardsley Ave., 
Elkhart, Ind. 

Gardiner & Hepburn, Philadelphia, Pa. 

Gardner Electric Mfg. Co., Oakland, Calif. 

Gearhart Radio Co., Fresno, Calif. 

General Coil Co., Weymouth, Mass. 

General Dry Batteries, Inc., 13100 Athens Ave., 
Cleveland, Ohio. 

General Electric Co., Schenectady, N. Y. 

General Engineering Corp., Charlotte, Mich. 

—- Instrument Corp., 225 Varick St., N. Y. 

ty. 

General pape Battery Co., 1 Lister Ave., New- 
ark, N. J. 

General Motors Radio Corp., Dayton, Ohio. 

General Plastics, Inc., Walck Road, North 


Tonawanda, N. Y. 
General Radio Co., 30 State St., Cambridge, 
910 W. Jackson 


- 1027 Metropoli- 


Mass. 
General Transformer Corp., 
Bivd., Chicago, IIL 
one Supply Co., 5 Union Square, 


Gilby Wire Co., 150 Riverside Ave., Newark, 


Gilfillan Radio Corp., 1815 Venice Blvd., Los 
Angeles, Calif. 

Gillette-Vibber Co., New London, Conn. 

Globe Technolean Corp., Reading, Mass. 

Globe Union Mfg. Co., 14 Keefe Ave., Milwau- 


kee, Wis. 
Gold Seal Electrical Co., Inc., 250 Park Ave., 
. a oe 


The L. 8. Gordon Co., 1800 Montrose Ave., Chi- 
cago, II. 
Gossard Radio & Wire Co., Belvidere, Ill. 

Gould Storage Battery Co., 250 Park Ave., 


N. Y. C. 

Gray & Danielson Mfg Co., 2101 Bryant St., 
San Francisco, Calif. 

Guha a Co., Lexington Ave. and 43rd 

Gray Products, Inc., Poughkeepsie, N. Y. 

A. fy & Co., Inc., 109 W. 57th St., 

Frank Greben, 1927 So. Peoria St., Chicago, Ill. 

Grigsby-Grunow Co., 5891 W. Dickens Ave., 
Chicago, IIl. 

——- Co., 3232 W. Chicago Ave., Chi- 
cago, 7 

Gustin-Baker Mfg. Co., Kansas City, Mo. 

Guthrie Co., Elyria, Ohio. 

Halldorson Co., 4500 Ravenswood Ave., Chi- 
cago, Ill. 

Hamilton Mfg. Co., Two Rivers, Wis. 

Xe Mfg. Co., Inc., 424 W. 33rd St., 


3a Hammond Clock Co., 2911 N. Western Ave., 


4 
5 
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H-10 
H-11 
H-12 


H-13 
H-14 


H-15 


H-16 
H-17 
H-18 
H-19 
H-20 
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Chicago, Il. 
Hardwick, Hindle, Inc., 215 Emmet St., New- 
ark, N. J. 
Kenneth Harkness, Inc., 72 Cortlandt, N. Y. C. 
Hart & Hegemann, Hartford, Conn. 
meee Poy Mfg. Co., 47 W. 63rd St., 


Hartford Metal Products Co., Hartford, Conn. 

Hartman Electrical Mfg. Co., 31 E. 5th St., 
Mansfield, Ohio. 

Harvey Hubbell Co., Bridgeport, Conn. 

Heinemann Electric Co., Trenton, N. J. 

Heintz & Kaufman, 311 California St., San 
Francisco, Calif. 

Herald Electric Co., 35 East End Ave., N. Y. C. 

Hickok Electrical Instrument Co., 10514 Du- 
pont, Cleveland, Ohio. 

High Frequency Labs., 28 N. Sheldon St., Chi- 
cago, Ill 

Hilet Engineering Co., Orange, N. J. 

The Holyoke Co., Inc., 621 Broadway, N. Y. C. 

Hope Webbing Co., Providence, R. I. 

Howard Radio Co., South Haven, Mich. 

Hoyt Electrical Instrument Works, 857 Boyl- 
ston St., Boston, Mass. 





CABLE, CABLES AND 
CONNECTING WIRE 
A-7, A-23, A-42, B-13, B-19, 
B-26, C-2i, C-36, C-37, D-16 


E-1,_G-15, G-22, H-17, 1-2, 
LS, K-5, N-12, P-2, P-7,’ P-16, 


CLAMPS, Ground 
A-50, B-7, B-13, B-23, B-26, 
C-17, C-24, C-40, E-l, E-7, 
F-1,\ F-2, F-22, 'G-17, H-6. 
H-11, I-5, M-18, M-20, M-23. 
R-31, T-8, Y-1. 

CLIPS 
A-15, A-17, B-7, F-1, K-17, 
Liz, M-i8, M-26, M-23, N-3, 


COILS, A-F Choke 
A-4, A-5, A-7, A-46, C-7, C-14, 
C-22, D-12, D-16, E-3 " 
F-7, F-17, G-3, G-5, G-8, G-12, 
G-13, G-24, H-1, PE K-11, 
M-23, N-3, P-12, P-16, P-23, 
P-25, R-3, R-25, R-27, S-5, 
S-18, T-16, W-8. 

COILS, R-F Choke 
A-4, A-13, C-22, D-16, E-3, 
E-10, F-17, G-4, G-12,'G-24, 


H-3, H-5, K-3, 'M-12a, M-23, 
N-3, P-12, P-i6, P-23, P-25, 
R-3, R-25, R-2?, S-l1, S-l6, 
S-18, T-4. 

COILS, R-F 
A-4, A-6, A-13, B-14, B-19, 


B-21, B-28, B-35, C-11, C-21, 
C-22, E-2, E-3, E-10, F-17, 
G-3,_ G-12, G-24, H-3, H-5, 
K-3, K-1l, M-4, M-12a, N-3, 
P-1, P-12, P-22, P-25, R-9, 
R-19, R-27, S-6, S-16, S-18, 
T-4, T-24, V-7. 

COIL WINDING MACHINES 
A-5, B-13, H-1, M-12a, M-18. 

CONDENSERS, Fixed 

Elec i 


trolytic 
A-14, A-41, C-23, C-39, D-15, 
E-18, I-1, M-9, P-16, P-19, 
P-23, S-27. 

CONDENSERS, Fixed Mica 
A-14, A-39, C-23, C-39, D-15, 
E-8, E-10, F-22, M-13, M-23, 
_ 4 P-16, P-19, S-2, W-19, 


P-16, P-19, P-21, R-4, S-27, 
T-12, W-19. 
CONDENSERS, Variable 
A-13, C-6, C-39, D-5, E-10, 
G-1, G-3, G-8, G-i2, G-24, H-3, 
H-12, K-3, L-3, M-23,' N-3, 
P-1, P-12, P-22, P-25, R-7, 
R-9, R-19, S-7, $-18, U-11. 
CONDENSER SHAFTS AND 
COUPLINGS 
H-3, N-3, P-12, P-22, S-7. 
CRYSTALS, Piezoelectric 
A-31, B-18, G-12, R-30. 
DIALS 
A-17, A-29, A-56, B-31, C-39, 


C-41, D-5, E-10, G-12, G-24; 
H-3, 1-5, K-3, K-18, M-5, N-3. 
N-15, P-1, P-12, P-13, 'P-22; 
P-25, R-2, R-19, S-7, S-18, 
S-26, T-24, W-S. 

DIAL LIGHTS 
B-12, M-5, M-8, N-2, N-3, 


P-12, P-25, Y-2. 
FIBRE, Vulcanized sheet, rod 
and tube 

C-29, 1-5, N-9, P-12, S-25. 
FILAMENT BALLASTS 

A-6, L-12, M-23, P-12, S-25. 
GRID LEAKS, Fixed 

A-14, A-21, C-5, D-15, E-1, 


E-8, H-5, 1-6, L-12, 'M-13. 
M-23, N-3, P-1, P-12, P-16. 
S-10, W-2. 


GRID LEAKS, Variable 
A-21, A-39, €-12, C-17, C-43, 
E-1, E-8,' G-1, H-4,’ M-23. 
R-10, W-2. 
GRID LEAK HOLDERS (See 
MOUNTINGS, Resistor) 
HEADSETS 
A-15, A-34, B-3, C-3, F-11, 
F-22, G-25, P-1, T-15. 
INSULATION 
A-7, A-17, A-29, B36, C-2, 
C-29, F-16, G-11, I-1, I-5. 
K-18, L-11, M-14, N-9,’ P-13. 
S-8, . WS. 
INSULATORS (See AERIAL 
INSULATORS, 
INTERFERENCE 
ELIMINATORS 
A-14, T-12. 
JACKS 
A-2, A-17, B-7, B-31, B-37, 
-7, D-5, E-5, E-8, F-22, G-12. 
K-S, P-1, P-12, P-25,’ §-26. 














aN ae or 
vr, 


Ann 
’ 














Dubilier 


Since 1910 
W orld’s Largest Exclusive Makers of Capacitors 


Power Block Condensers for All 
Designs of Receiver and Amplifier 
Equipment. 
High Voltage Paper and Mica Filter 
Condensers to 15,000 Volts. 


Mica Dielectric Capacitors to Meet 
Any Electrical Requirement for 
Use in Radio Telegraph, Tele- 
phone and Carrier Current Appli- 
cation. 
Chemical Type Condensers of Most 
Modern Design. 


“You Can Forget the Condensers 
—If They Are Dubilier’s” 
DEALERS: 


Have you received our attractive proposition and money- 
making Replacement Filter Block List — over a hundred 
designs available. 


DUBILIER CONDENSER 
CORPORATION 


342 Madison Avenue New York, N. Y. 


Coast Representative: LOMBARD SMITH CO. 
324 North San Pedro Street Los Angeles, California 





























TYPE 360 TEST 
OSCILLATOR 


NE of the new test 

oscillators for the 
radio service laboratory 
is mow ready. It will 
deliver a modulated 
radio-frequency voltage 
at any point in the 
broadcast band (500 to 
1500 kilocycles) and at 
175 and 180 kilocycles. 
The tuning control is 
calibrated with an ac- 
curacy of 2 per cent. 

























The Type 360 Test Oscil- 
lator is intended to be 
used for neutralizing, 
ganging, and tuning of 
the radio-frequency 
stages in a receiver, 
and it is fitted with 
an output volt- 
meter for indi- 
cating the best 
adjustment. 


Price 


$110.00 


GENERAL RADIO CO. cambodian Mansechusetts 











VITROHM (WL) RESISTORS 


Yes, “Your 
Business Is—” 


O YOU @ Resistors are 

convenient packages of 
so-many-ohms which you 
buy, install, and forget. 


Each order we receive is, 
in some respect, unique 
in application or duty so, 
to us, resistor design rep- 
resents a many-sided 


problem. 
e 


To meet these needs we work 
with every resource that 39 
years’ experience, full research 
facilities, and 
modern manu- 
facturing can 
give. Specify 
VITROHM @ RE- 
SISTORS — they 
have the safety Correct thermal ex- 


pansion Is preserved 
by exclusive formu- 


of experience. lae 








Ward Leonard stocks 

refractory tubes in 

hundreds of sizes 
and shapes 





They are uniform tn 
texture to bond bet- 
ter with the enamel 





Distorted ~~ are 
automatically sorted 
and discarded 





Each tube Is tested 
for minimum me 
chanical strength 





Uniformity of length 
and diameter is care- 
fully preserved 


WARD LEONARD 
ELECTRIC CG 


Mount Vernon, New York 


reststor specialists for more than 39 years 


Tell them you saw it in RADIO 














H-21 H. L. Hubbell, 59 Market Ave., N. W., Grand 
Rapids, Mich. 
H-22 Hyatt Electric Corp., 836 N. Wells St., Chi- 
cago, Ill. 
H-23 Hygrade Lamp Co., 60 penta, Salem, Mass. 
H-24 Hytron Corp., Salem, Mas 
I- 1 Imperial Molded Products ‘Core. 2925 W. Har- 
rison St., Chicago, Il. 
I- 2 Inca Mfg. Co., Fort Wayne, Ind. 
I- 3 Ingrad Condenser & Mfg. Co., 4322 Lake Ave., 
Rochester, N. Y. 
I- 4 Insulation Mfg. Co., Herkimer and N. Y. Aves., 
Brooklyn, N Y. 
I- 5 Insuline Corp. of America, 78 Cortlandt St., 
N. Y. : 
I- 6 International Resistance Co., 2006 Chestnut 
St., Philadelphia, Pa. 
J- 1 Jaeger Research Labs., 270 Park Ave., Wee- 
hawken, N. 
J- 2 Jefferson Electric Co., 1500 S. Laflin St., Chi- 
cago, 
J- 3 Jenkins & ‘Adair, Inc., 3333 Belmont Ave., Chi- 
cago, Ill. 
J- 4 Jenkins Glass Co., Kokomo, Ind. 
J- & Jenkins ee. Corp., 346 Claremont Ave., 
Jersey City, N 
J- 6 Jensen Radio hie. “Co., 6601 S. Laramie Ave., 
Chicago, Ill. 
J- 7 Jewell Electrical Instrument Co., 1640 Walnut 
t., Chicago, IIl. 
J- 7a Johnsonburg Radio Corp., Johnsonburg, Pa. 
J- 8 Howard = Jones, 2300 Wabansia Ave., Chi- 
cago, 
J- 9 Jones-Motrola Sales Co., 370 Gerard Ave., 
m Ss Se 
K-1 K & H Electric Corp., 68 Springfield Ave., 
Newark, N. J. 
K- 2 F. Kallus Mfg. Co., 104 Court St., Hoboken, 
N. J. 
K- 3 Karas Electric Co., 4040 N. Rockwell St., Chi- 
cago, Ill. 
K- 4 Kate Go., 727 So. Front, Mankato, Minn. 
K- 5 Kellogg Switchboard & Supply Co., 1066 W. 
Adams St., Chicago, IIl. 
K- 6 Kendrick & Davis Co., Lebanon, N. H. 
K- 7 Colin B. Kennedy Corp., 212 W. Ewing Ave., 
South Bend, Ind. 
K- 8 The Ken-Rad Corp., Owensboro, Ky. 
K- 9 Kersten Radio Equipment, Inc., 1415 Fulford 
St., Kalamazoo, Mich 
K-10 Kester Solder Co., 4201 Wrightwood Ave., Chi- 
cago, Il. 
K-11 stone Radio Labs., Inc., 129 N. Jefferson 
Chicago, Ill. 
K-12 Kiniey Electric Co., 2665 Main St., Buffalo, 
= i 
K-13 King Mfg. Corp., 254 Rano St., Buffalo, N. Y. 
K-14 Knapp Electric, inc., Port Chester, N. Y. 
K-15 Knox Porcelain Corp., Knoxville, Tenn. 
K-16 The Knoxville Table & Chair Co., P. O. Box 
1087, Knoxville, Tenn. 
K-17 The Kodel Electric & Mfg. Co., 507 E. Pearl 
Cincinnati, Ohio. 
K-18 nm ‘Kurz Kasch Co., 1415 S. Broadway, Day- 
ton, Ohio. 
K-19 Kwik Test Radio Labs., 4464 Cass Ave., De- 
troit, Mich. , 
L- 1 Langbein-Kaufman Radio Co., 62 Franklin, 
New Haven, Conn. 
L- 2 La Salle Radio Corp., 143 W. Austin Ave., 
Chicago, Ill. 
L- 3 C. R. Leutz, Inc., 195 Park Place, Long Island 
City, N. Y. 
L- 4 Liberty Bell Mfg. Co., Minerva, Ohio. 
L- 5 Liberty Electric CORP of New York, "342 Madi- 
son Ave., N. Y. C. 
L- 6 Liberty Radio Corp., 123 N. Sangamon, Chi- 
cago, Ill. 
L- 7 Lincoln Radio Corp., 329 So. Wood St., Chi- 
cago, 
L- 8 The Logan Mfg. Co., 338 E. Front St., Logan, 
Ohio 
L- 9 LA. Lend Corp., 1018 S. Wabash Ave., Chi- 
cago, Ill. 
L-10 Lundquist Tool & Mfg. Co., Worcester, Mass. 
L-11 Luzerne Rubber Co., Muirhead Ave., Trenton, 
N. J. 
L-12 Lynch Mfg. Co., Inc., 1775 Broadway, N. Y. C. 
M- 1 Magnatron Corp., 406 Jefferson, Hoboken, N. J. 
M- 2 The Magnavox Co., 1315 S. Michigan Ave., 
Chicago, Ill. 
M- 3 Markel Electric Products, Inc., 145 E. Seneca 
St., Buffalo, N. Y. 
M- 4 Marti Radio Corp., 18th and Springdale Ave., 
E., Orange, N. J. 
M- 5 Martin- Copeland Co., Providence, R. I. 
M- 6 Marvin Radio Tube Corp., Irvington, N. J. 
M- 7 Master Engineering Co., 122 So. Michigan 
Ave., Chicago, Ill. 
M- 8 Matchless Electric, 1500 N. Ogden Ave., Chi- 
cago, Ill 
M- 9 Mego, Lqbenatertan, Inc., 281 E. 137th St., 
N 


M-10 L. C. McIntosh, 4163 Budlong Ave., Los An- 
geles, Calif. 
M-11 McKee Glass Co., Jeannette, Pa. 
M-12 McMillan Radio Corp., 1421 S. Michigan Ave., 
Chicago, IL 
M-i2a < weed Mfg. Co., 522 S. Clinton St., Chicago, 


M-13 Micamold +) Corp., 1087 Flushing Ave., 
Brooklyn, N 
M-14 Micarta ia Inc., 500 S. Peoria St., 
Chicago, IIl. 
M-15 Midwest Roti Corp., 410 E. 8th St., Cincin- 
nati, Ohio. 
154 E. Erie St., Chicago, 


M-16 -— wn Radio Co., 
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M-17 
M-18 
M-19 
M-20 
M-21 


M-22 
M-23 


M-24 


N- 
N- 


1 
2 
N- 3 
N- 4 
N- 5 
6 

7 


' 
Con BD Cle COD 


bs 
S 


P-11 
P-12 


P-13 
P-14 
P-15 
P-16 
P-17 


P-18 
P-19 


P-20 
P-21 
P-22 
P-23 


P-24 
P-25 


P-26 
P-27 


P-28 
P-29 
Q- 1 
Q- 
Q- 
R- 


R- 
R- 


R- 


R- 
R- 
R- 
R- 
R-10 


R-11 
R-12 


2 
3 
1 
2 
3 
R- 4 
5 
6 
7 
8 
9 





Modern - + gine Mfg. Co., 312 Mulberry, To- 
ledo, Ohio. 

Morris Register Co., Council Bluffs, lowa. 

Cc. E. Mountford, 105 . Ave., N. Y. C. 

Mueller Elec. Co., 1583 E. 31st St., Cleveland, 


Ohio. 

Munder Electrical Co., 97 Orleans, Springfield, 
Mass. 

Wm. J. 

Leslie F. Muter Co., 
Chicago, Il. 

Mutual Phone Parts Mfg. Corp., 
way, N. Y. C. 

Nassau Radio Co., 60 Court St., or. N.Y. 


Murdock, Chelsea, Mass. 
8440 S. Chicago Ave., 


610 Broad- 


a Carbon "Co., Inc., 30 E. 42nd St., 

National Co., Inc., 61 Sherman St., Malden, 
Mass. 

National Electrical Products Co., 10 E. Kinzie 
t., Chicago, Il. 

National Electric Specialty Co., 314 N. St. 
Clair, Toledo, Ohio. 

National Radio Corp., 680 Beacon St., Boston, 


Mass. 

National Radio Tube Co., 3420 18th St., San 
Francisco, Calif. 

National Transformer Corp., 205 W. Wacker 
Drive, Chicago, Ill. 

ee eS Radio Corp., 400 Madison 

ve 

National Vulcanized Fibre Co., Maryland Ave. 
and Beech St., Wilmington, Del. 

Neonlite Corp. ‘of * eee 500 Chancellor 


Ave., Irvington, N. 

Neutrowound Radio Mtg. Co., 3409 W. Madi- 
son St., Chicago, IIl. 

New Engiand Electrical Works, Lisbon, N. H. 

—s Mfg. Co., 371 Ogden St., Newark, 

Northwestern Cooperage & Lbr. Co., Glad- 
stone, Mich. 

Norton Labs., Lockport, N. Y. 

Came Mfg. Co., 613 N. Albany Ave., Chicago, 


Old Masters Paper & Pulp Corp., 
ee 


St., 

O’Niel Mfg. Corp., 715 Palisade Ave., 
New York, N. J. 

Operadio Mfg. Co., 613 N. Albany Ave., Chi- 
cago, Ill. 

as ae Radio Corp., 3200 Carroll Ave., 


154 Nassau 


West 


Chicago, 


Pacent Electric Co., Inc., 91 7th Ave., N. Y.C. 
Packard Electric Co., Warren, Ohio. 

R. M. Peffer, Harrisburg, Pa. 

Perryman Electric Co., 33 W. 60th St., N. Y. C. 
Pfanstiehl Radio Co., 10 E. Kinzie, Chicago, 


Ill. 
Philadelphia Storage Battery Co., Ontario and 
C Sts., Philadelphia, Pa. 
Philmore Mfg. Co., 106 7th Ave., N. Y. C. 
Phono-Link Co., 490 Broome, N. Y. C 


renew Co., 121 West Ave., Rochester, 
Pierce-Airo, Inc., 119 Fourth Ave., N. Y. C. 


The Pierson Co., 
Rockford, Ill. 


Cedar and Pleasant Sts., 


Pilot Electric Mfg. Co., 323 Berry St., Brook- 
lyn, N. Y. 

Pioneer Radio Corp., Plano, IIl. 

Platter Cabinet Co., Madison Ave., North 
Vernon, Ind. 

J. L. Polk, 41 Belle Ave., Troy, N. Y. 

Polymet Mfg. Corp., 829 E. 134th , MN. %. << 


The Pooley Co., 1600 Indiana Ave., Philadel- 
phia, Pa. 

Porcelain Products, Inc., Findlay, Ohio. 

The Potter Co., 1950 Sheridan Rd., North Chi- 
cago, Ill. 

Harold J. Power, 5 High St., 
Mass. 

rome. Inc., 121 Ingraham Ave., Brooklyn, 


Medford Hillside, 


Precise pretnota, Inc., 254 Mill St., 
ter, N. Y 
Co., 


Roches- 


Precision Mfg. Los 
Angeles, Calif 

Premax Products, Inc., Niagara Falls, N. Y. 

Premier Electric Co., Grace and Ravenswood 
Aves., Chicago, II. 

Premier Radio Corp., Defiance, Ohio. 

Presto Machine Products Co., Inc., 70 Wash- 
ington St., Brooklyn, N. Y. 

Prime Mfg. Co., 653 Clinton, Milwaukee, Wis. 

M. Propp Co., 524 Broadway, N. Y. C. 

- sl aed 7. 1111 Center St., Chicago, Ill. 
uam Radio Products Co., 
Ave. Ghana Cc 9705 Cottage Grove 

Quinn Tube, 1890 E. 40th, Cleveland, Ohio. 

a oa Co., Inc., 18 Washington Place, 


Radiall Co., 50 Franklin St., N. Y. C. 
Radiart Corp., Inc., 13229 Shaw Ave., E. 
Cleveland, Ohio. 
— Appliance Corp., Springfield, Mass. 
o Cabinet Ge. 818 
Rapide. mie Butterworth St., Grand 
Radio a beeey Co., Seminary St., 
Radio Condenser Co., 
Sts., Camden, N. J. 
Radio ‘Corp. of America, 233 Broadway, N. Y. C. 
Radio Engineering ‘ete. 100 Wilbur Ave., 
Long Island City, N. 
Radio Foundation, Inc., i ‘Park Place, N. Y. C. 
Radio Insulation, Parkersburg, W. Va. 
Radio Master Corp., Bay City, Mich. 


1020 Santa Fe Ave., 


Rockford, Ill. 
Copewood and Davis 


Tell them you saw it in RADIO 





KEYS, | talaaee AND 


BUZZE 

K-5, M-10, S-17, S-26, T-3, 
V-6. 

LOUDSPEAKERS 

A-2, A-15, A-18, A-19, A-27, 


A-34, 
A-59, B-3, B-17, B-25, 
28, B-33, B-34, B-35, C-3, 

Cis Bis 4, 4 
K-9, 'M-2, M-22, M-23 
0-3, 0-4, '0-5, P-1, Pe 
Pais, P-17, P-27, Q-2, 


ZAI 
P 


my 


S-36, 
U-3, 


2 U-16, V-2, W-14, W-23, 


ny 


LUGS, Solderin 
A-17, 
S-7, ws, V2 


MARKERS, Metal Cable 
41, W-5, Y-2. 


peters, D-C, A-C and 
Ther 


B-i2a, D-12 F-7, G-6, H-14, 
H-20, J-7, R-13,' R-22, $-33, 
S-45, W-11, W-12. 


ay > ty © en h 
~ ’ B-21 “3, Ra 10, 
G-6 Gi, ‘a -3a, J-9, 
P-1, P- 9 P-28, Sin are 22° 
S- 35, S- 40, U- 7, U-16, W- il. 


MOUNTINGS, Resistor 
A-14, C-17, D-5, E-1 E-8, I-6, 


-19, K-5, L-6, 


K-S, L-12, M-19, M-23, N-3, 
P- 12, P-1 
Pieri eatin Wall 
B-12, B-37, C-7, E-1, F-22, 
H- 10, R-28, S-47, Y-2. 
PANELS, Co 


mpositio: 
A-29, F-7, Fis, F-16, F-22, 
I-5, L-11,’P-12, 'P-23, R-19. 


PANELS, Metal 
A-24, A- 59, B-10, B-35, C-11, 
C-29, C-39, C-41, N-3, P-12, 
3 ~~ R- 19, S-7, S- 33, U-S, 


andi Phonograph 
A-17, A-22, A-27, A-28, A-40, 
A-41, A-55, A- 57, B- 36, C-3, 
C-39, E-9, E-10, G-21, H-4, 
M-24, P-i, P-8, P- 27, R-3, 
S-17, S-35, S- 39, S-40, T-14, 
T-22, U-2, U-7, 'U-15a, U-16, 


PLATES, Name 
A-15, <t tag B-7, C-7, C-41, 
S-7, 'W-l 


PLUGS, ae and Multiple 
Connector 
B-12, B-26, D-5, ras, we 
G-12, H-10, M-5, M-23 
P-7, P-12, P-16, 5-26, Ye. 


RPACTIVATORS, Tube 
I-6, J-2, S-33 


RECEIVING SETS 
A-3, A-1l, A-19, A-27, 
A-41, A-43, A-58, A-S8, 
A- $i B-3, B-4 
B-24, 
B-36, 
C-31; 
D-6, 


V-1, W “tw ’ 
“14, -22, 
W-24, W-25, Z-1, Z-2. ¥ 

RECEIVING SET K 

CHASSES edie 
A-13, B-33, E-1, G-24, G-27, 


H-3, H-5, H-15, K-3, L- 
ig har Ei Ea 
7.24, wa" . 11, S-18, 
aay wir UNITS 
“1, A-46, A-47, B-4, B-20a, 
ia, eb, Bi, Gt 
S19 Tis -3, P-6, R-14, 


REMOTE CONTR 
B-3, C-19, Uaié OL UNITS 


RESISTORS, Fi 
A-21, C-12, sed ) ae 


M13, I-6, 
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INSTRU 


WESTON ELECTRICAL, 
INSTRUMENT CORPORATION| L 
600 Frelinghuysen Ave. / 








WESTON 
Model 564 
Volt-Ohmmeter 


For checking 
Voltages + Resistance 


and 


Continuity of Circuits 


HIS instrument is ideally suited to 

the needs of radio service men. 
Besides it is very useful for general 
purposes in radio laboratories. 


Model 564 is compact, completely 
self-contained. It is typically Weston 
in design and manufacture. Though 
moderately priced, gives that same de- 
pendable service for which all Weston 
instruments are known. 


It consists of a Model 301, 314 inch 
diameter meter with ranges of 3, 30, 
300 and 600 volts (all 1000 ohms per 
volt) and two resistance ranges 0-10,000 
and 0-100,000 ohms. Two toggle 
switches serve to connect the various 
ranges of the meter in circuit. A pair 
of 30” cables with long test prods is 
provided with each instrument. 


Testing continuity of high and low 
resistance circuits is simplified by 
means of a toggle switch which changes 
the sensitivity of the meter to either 
1 or 10 milliamperes. Accuracy 2%. 
Size 5" x 354” x 2%" deep (exclud- 
ing binding posts). Weight 2.3 Ibs. 
(including self-contained “C” battery). 


PACIFIC COAST REPRESENTATIVES 


Graybar Electric A. A. Barbera 
ys es Los Angeles, Calif. 

84 Marion St. : : 

Seattle, Wash. —— 

J. H. Southard 682 Mission St. 


San Francisco, Calif. | San Francisco, Calif. 







PIONEERS 
SINCE 1888 








An. 
MENTS 


Newark, N. J. 








rifee KW kos 
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ADIO dealers have been de- 
manding of the tube industry: 
“Give us a screen-grid tube that will 
deliver consistent performance and 
cut down service calls!” 

| We have responded with the de 
Forest Type 424 Screen Grid Tube 
and the perfected 427 Audion. That 
we have successfully met the chal- 
lenge of the trade is conclusively 
proved by the many glowing reports 
from radio set manufacturers, dealers 
and service men. The greater degree 
of vacuum of these tubes, their 
rugged oxide-coated filaments, ex- 
treme sensitivity, uniformity and 
demonstrated long life reveal them 
as the radio tubes you have been 
waiting for. 


| 

Push de Forest Tubes. In so doing, you are showing your customers 

| that not only are you interested in the sale of a tube, but also what it 
does after it goes into his set. 


he Forest RADIO TUBES 


DE FOREST RADIO COMPANY, Passaic, New Jersey 
Export Department: 304 E. 45th Street New York City, N. Y., U. S. A. 









Gosilco Super Aerial Wire 


Gold over Silver on Copper 


4] AMAZING DX RECEPTION. 50% IMPROVEMENT 
IN SELECTIVITY AND VOLUME—SUPERB TONE 
—NON-CORROSIVE 
Decidedly Improves any set. U. S. Pat. 1738828 
No. 14, 100 ft., $4.00; 75 ft., $3.25; 50 ft. $2.50 \ 

Factory Representatives Write ( 


GOSILCO RADIO PRODUCTS CO., 6420 Marbrisa Ave., Huntington Park, Calif. 
ee a, aN 






/Pure Silver 
Soft 
Copper 













Tell them you saw it in RADIO 65 
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$-43 
S-44 
S-45 


S-46 
S-47 
S-48 
S-49 
T- 1 
T- 2 
T- 3 
T- 4 


T- 6 
T- 7 


T- 8 
T- 9 
T-10 








The Radio Products Co., Fifth and Norwood 
Sts., Dayton, Ohio. 

Radio Receptor Co., 106 7th Ave., N. Y. C. 

Radiotron Corp. of America, 233 Broadway, 


> Ge 
Radio Utilities Corp., 67 Winthrop, 


N. J. 

Radio-Victor Corp., 233 Broadway, N. Y. C. 

Radio Wire Corp., 6629 Central Park Ave., 
Chicago, Ill. 

Ranger Coil Co., W. Davenport, N. Y. 

The ~~ Corp., 3341 Belmant Ave., 
cago, Il. 

R. B. M. Mfg. Co., Logansport, Ind. 

Readrite Meter Works, 15 College Ave., Bluff- 
ton, Ohio. 

Red Lion Cabinet Co., Red Lion, Pa. 

Reliable Parts Mfg. Co., Wellington, Ohio. 

A. E. Rittenhouse Co., Honeoye Falls, N. Y. 

Rival Radio & Battery Co., 180 E. 123rd St., 
i > Ge 

Robertson-Davis Co., 


361 W. Superior St., 
Chicago, Ill. 


Rodale Mfg. Co., 200 Hudson, N. Y. C. 

The Rola Co., 4250 Hollis St., Oakland, Calif. 

o. Ee Rooney, 4 Calumet Bldg., Buffalo, se: 

Rosenbeck & Sons, Torrington, Conn. 

Roth-Downs Mfg. Co., 2512 University Ave., 
St. Paul, Minn. 

Runzel-Linz Electric Mfg. Co., 1751 N. Weston 
Ave., Chicago, Il. 

Samson Electric Co., 227 Washington St., 
ton, Mass. 

Sangamo Electric Co., Springfield, Il. 

Sarras Electric Co., 67 Park Place, N. Y. C. 

-— Mfg. & Sales Co., 48 Beekman St., 
N ~ 


» 
Scanlon Electric Mfg. Co., 1113 N. Franklin 
St., Chicago, Ill. 
Scott Transformer Co., 4450 Ravenswood Ave., 
Chicago, Il. 
Scovill Mfg. Co., 99 Mill St., Waterbury, Conn. 
Scranton Button Co., Scranton, Pa. 
See Jay Battery Co., 915 Brook Ave., N. Y. C. 
Shallcross Mfg. Co., 700 Parker Ave., Colling- 


Newark, 


Chi- 


Can- 


dale, Pa. 

Shamrock Mfg. Co., 196 Waverly Ave., New- 
ark, N. J. 

Shelby Co., 10 Prince, Trenton, N. 


Shinn Mfg. Co., N. Racine Ave. = Chicago, Ill. 

Shortwave & Television Lab., 104 Brooklyn 
Ave., Boston, Mass. 

Showers Brothers Co., 
Bloomington, Ind. 


10th and Morton Sts., 


The F. W. Sickles Co., 191 Chestnut St., 
Springfield, Mass. 

Signal Electric Mfg. Co., Menominee, Mich. 

Silver-Marshall, Inc., 6401 W. 65th St., Chi- 


cago, Ill. 
Simplex Radio Co., Sandusky, Ohio. 
B. H. Smith, Danbury, Conn 
Sonatron Tube Co., 1020 S. Central Park Ave., 
Chicago, Ill. 
5 Phonograph Co., Inc., 50 West 57th St., 
The Sparks-Withington Co., Jackson, Mich. 
A. R. Spartana, 806 N. Gay, Baltimore, Md. 
Spaulding Fibre Co., Inc., 484 Broome St., 
x. = oe 
Hoosick Falls, 
1511 Hancock St., 


41 Jackson St., 


Specialty Insulation Mfg. Co., 
_ 


Sprague Specialties Co., 
Quincy, Mass. 

Standard Radio Corp., 
ter, Mass, 

Standard Transformer Co., Warren, Ohio. 

The Starr Piano Co., S. Ist and A, B, C and D 
Sts., Richmond, Ind. 

Starr Porcelain Co., Trenton, N. J. 

Steinite Radio Co., Fort Wayne, Ind. 


Worces- 


The Sterling Mfg. Co., 2831 Prospect Ave., 
Cleveland, Ohio. 

a ante Corp., 310 E. 75th St., 

Stevens Mfg. Corp., 46 Spring St., Newark, N. J. 

Stewart-Warner Speedometer Corp., 1826 Di- 


versey Parkway, Chicago, Ill. 
St. Johns Table Co., Cadillac. Mich. 
Story & Clark Piano Co., 172 N. Michigan Ave., 


Chicago, Il. 
= “ame Tel. Mfg. Co., Rochester, 
Studner Bros., 67 W. 44th St., N. Y. C. 

Sturges Multiple Battery Corp., Jamaica, N. Y. 
Sunlight Lamp Co., 76 Colt, Irvington, N. J. 
Superior Cabinet Corp., 206 Broadway, N. Y. C. 
Supertron Mfg. Co., Hoboken, N. J. 


Supreme Instruments Corp., Bright 
Greenwood, Miss. 


Swaboda Co., 612 E. Pike St., 
Swan-Haverstick, Inc., Trenton, N. J. 
Sylvania Products Co., Emporium, Pa. 
Sturges Multiple Battery Corp., Jamaica, N. Y. 
Taylor Electric Co., Madison, Wis. 

Tectron Radio Corp., 1270 Broadway, N. Y. C. 
Teleplex Co., 76 Cortlandt, N. Y. C. 
Tir. Engineering Corp., 484 Broome St., 


Seattle, Wash. 


aN. 


Televocal Corp., 588 12th St. 
N. J. 


aN. 


» West New York, 


Temple Corp., 5253 W. 65th St., 

Therm-A-Trol Mfg. Co., 52 Willow, Spring- 
field, Mass. 

Thomas & Betts Co., 15 Park Place, N. Y. C. 

Thompson Radio Co., 25 Church, N. Y. C. 


Thordarson Electric Mfg. Co., 500 W. Huron 
St., Chicago, Il. 


Tilman Radio Corp., 


Chicago, Il. 


Lagro, Ind. 


Bidg., 


T-1 


2 





Tobe Deutschmann Co., 136 Liberty St., N. ¥. C 
Todd Electric Ce, 42 Vesey, N. Y. C. 

Toman & Co., 2621 W. 2ist St., Chicago, Ill. 
Tower Mfg. Gorp., 124 Brookline Ave., Boston, 


Mass. 

Transformer Corp. of America, 2301 S. Keeler 
Ave., Chicago, Ill. 

Trav-ler Mfg. Corp., 1818 Washington Ave., 
St. Louis, Mo. 

Trenle Porcelain Co., East Liverpool, Ohio. 

Triad Mfg. Co., Inc., — and Blackstone 
Sts., Pawtucket, R 

Tri-Boro Radio sete. rr 62 W. 2ist St, 


a a Corp., 817 Washington, Buf- 

falo, N. 

Trimm Nadio Mfg. Co., 847 W. Harrison, Chi- 
cago, Ill. 

Trutone Radio Sales Co., 114 Worth, N. Y. C. 

=, eee Corp., 314 W. Superior St., 


The Udell Works, 1202 W. 28th St., 
lis, Ind. 


Ugaghente Products Corp., 270 Lafayette, 

> >® 

barry aah. Co., 1046 W. Van Buren St., 

Union —  artens egeioin Works, Muirhead 
Ave., Trenton, N. J 

Union Insulating Co., 296 Broadway, N. Y. C. 

Union Metal Products Co., 2938 Pillsbury Ave., 


Minneapolis, Minn. 

United Air Cleaner Co., 9705 Cottage Grove 
Ave., Chicago, Ill. 

United Radio & Electric Corp., 500 Chancellor 
Ave., Irvington, N. J. 

United’ Reproducers Corp., Springfield, Ohio. 

United Research , inc., 864 W. North 
Ave., Chicago 

United Scientific Z, Inc., 113 Fourth Ave., 

U. S. Radio & Television Corp., Marion, Ind. 

Universal Battery Co., 3410 S. La Salle, Chi- 
cago, Il. 

Universal Electric Lamp Co., Newark, N. J. 


ar Pa ta Chemical Corp., 30 W. 15th 
t 


Indianapo- 


N Cc 
U- ee Upeo Products Corp., 270 Lafayette St., N. 
U-1 
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Tell them you saw it in RADIO 


» Mos 
The Utah Radio Products Co., 1737 S. Michi- 


gan Ave., Chicago, Ill. 
by ak, Mfg. Co., 720 Atlantic Ave., 


Valley ‘Appliances, 
Rochester, N. Y. 
Valley Electric Co., 
St. Louis, Mo. 
Van Doorn 'Co., 


Brooklyn, 


Inc., 634 Lexington Ave., 


4221 Forest Park Blvd., 
160 N. La Salle St., 
Van Horne Tube Co., 280 Center St., 


hio. 
Vibroplex Co., 825 Broadway, N. Y. C. 
Victoreen Radio Co., 2825 Chester Ave., Cleve- 
land, Ohio. 


Walbert Radio Corp., 1000 Fullerton Ave., 
Chicago, Ill. 

Ward Leonard Electric Co., Mt. Vernon, N. Y. 

Ware Mfg. Corp., Broad St. Bank Bldg., 
Trenton, N. J. 

Wasmuth-Goodrich Co., Peru, Ind. 

Waterbury Button Co., Waterbury, Conn. 

a Table & Furniture Co., Watson- 
own 

ss Webster Co., 850 Blackhawk St., Chicago, 


Chicago, 
Franklin, 


Webster Electric Co., Racine, Wis. 

Wells Gardner & Co., 816 N. Kenzie Ave., 
Chicago, Ill. 

Western Felt Works, 4029 Ogden Ave., Chi- 
cago, Ill. 

Soa Electric & Mfg. Co., Pitts- 
burgh, 

Weston Electrical Instrument Corp., 
linghuysen Ave., Newark, N. J. 

T. C. Wheaton Co., Millville, N. J. 

Wilcox Labs., Charlotte, Mich. 

Willard Storage Battery Co., 346 E. 
Cleveland, Ohio. 

Winnebago Mfg. Co., Rockford, III. 

Wireless Corp. of America, 1744 N. Robey, 
Chicago, Ill. 

Wireless Egert Eng., 
a ae GS 


614 Fre- 


131st St., 


Inc., 179 Greenwich St., 


Wireless Specialty Appliance Co., 76 Atherton 
St., Jamaica Plain, Mass. 
Wise-McClung Corp., New Philadelphia, Ohio. 


Wirt Co., 5221 Greene (Germantown), Phila- 
delphia, Pa. 

Wiz Mfg. Co., 225 Sixth Ave., N. Y. C. 

J. W. & W. L. Woolf, 133 W. 21st St., N. Y. C. 

Workrite Radio Corp., 1838 E. 30th St., Cleve- 
land, Ohio. 

World Electric Co., San Dimas, Calif. 


Wright-DeCoster, Inc., 2233 University Ave., 


St. Paul, Minn. 
Wubco Battery Corp., Swissvale Sta., Pitts- 
burgh, Pa. 
Chicago, 


a Radio Labs., 1224 Belmont Ave., 


Eapesaee. Inc., 207 E. Water, Milwaukee, 
is. 


Yaxley Mfg. Co., 1528 West Adams, Chicago, 
Til. 


Zaney-Gill Corp., 5912 So. Western Ave., Los 
Angeles, Cal. 
Zenith Radio Corp., 3620 Iron St., Chicago, Il. 


RESISTORS, Fixed Precessed 
C-7, C-17, C-38, 


A-14, C-5, 

E-8, H-4, I-6, L-12, M-13, 
M-19, N-3, P-12, P-i6, R-2, 
W-21. 


ERSISTORS, Fixed Wire 





ound 
A-14, A-36, C-7, C-17, C-38, 


D-la, D-5, E-8, E-16, F-7, 
F-22, G-6, G-12 
M-9, M-13, 8, M-23, 

O-1; P-1, P-16, Rea 
R-27, S-10, PW, W-21, Y-2. 


ae ay Variable Carbon 
A-21, B-31, C-7, C-17, E-8, 
F-22, K-5, P-12, P-16. 


ERStSTORS, Variable Wire 


C-7, C-17 C43, D-5, 
E-10, F-22, G-12, 
K-19, 


K-19, L-3, 


E-8, 
H-4, 
M-19, iss N-3, P-l, 


P-7, P-12, P-16, Res, U-11, 
V-7, W-2, W-21, 

SHIELDS 

A-24, C-7, C-11, C-39, G-24, 
L-3, N-3, P-12, S-18. 
SOCKETS, Tube 

Al7, A-29, A-56, B-14, C-11, 
C-43, D-5, E-5,  E-10 F-22, 
G-12, G24, I-1, I-8 
K-17, K-19, N-3, N-is, P-l. 
P-12, P13, P-25, R-19, S-4. 


S-11, U- 
soLDER, "Sal Fluxing 


pa ety L | AND SWITCH 
CONTACTS 

A- 1s, B-6, B-12, B-31, 
C-12, C-43, E-10, F-1, 


C-7, 
F-11, 


F-22, G-12, G-18,'H-10, H-11, 


H-18, K-4, K-S, M-23, 
P-12, P-22, R-1i, 
U-5, W-19, Y-2. 


TESTING EQUIPMENT, 
Tube and S 


et 
B-12a, E-13, F-7, F-11, G-12, 
H-12, H-14, H-20, J-7; K-19. 
L-3, L-10,| N-3, P-3, P-29 
R-9, R-13, R-22, S-13, $-33, 
S-45, T-1, T-22, W-2,' W-12. 


TRANSFORMERS, Audio 
A-4, A-5, A-13, A-36, A-39, 
B-8, C-7, C- 14, C-21, C-22, 
D-16, F-5, F-7, F-14, 


L-6, M-23, 

, P-12, P-16, 

, R-20, R-25, R-27 
S-4,' S-5,' S-18 


3, 
15, 
5 


TAZA 


3 
24, H 
2 


ann 
we 
Vy 


TRANSFORMERS, Power 
A-4, AS, A-6, A-13, 
A-46, B-8, B-24, B-31, 


$-18, S-20, 
S.29, T-10, U-5, V-7, 
W-7, W-19. 


TRANSFORMERS, R-F (See 
COILS, R-F) 


TRANSMITTING 
APPARATUS 

A-4, A-13, A-31, C-6, D-4, 
E-11, F-22, G-12,’G-28, H-12. 
H-16, K-8, L-3, N-3, N-7, 


R-9, R-17, S-2,' S-20, T-10, 
T-12, W-18. 


ee Spaghetti 
, A-iS, 1-5. 


Bint, Loudspeaker and 


P 
A-2, A-13, A-22, B-3, B-5, 
B- 1), C-20, E-7, E-10, E-18, 
F-9, F-11, H-15, M-23, R-29, 
S- 22, S-46, T-15. 


VACUUM TUBES 
A-8, A-20, A-27, A-47, A-48, 
A-49, A- 53, A- 54, B- 3, B-22, 
B- 27, C-1, C-10, C-13, C-27, 
C- 28, C-30, C-42, D- 4, D-8 
D-9, D-11, *D- 13, D-17, E-16, 
E-26, G-14, G- 20, G-29; H-23, 
H-24, J-1 K-1, 

M-6, 


Sit 
-43, S-44, S-48, St. T-5. 
T-19, U-7, U-8,'U-14, V-5. 
W-1i, W-17, 


VOLTAGE REGULATORS 
A-4, A-38, C-17, E-1, 
I-5, M-7, N-3, R-22, 
W-21, X-1, 


N-3, 


P-22, 


T-16, V-4, V-7. 


M-3. 


P-i, 
R-19, S-4, 


G-2, 
, G-8, G-12, G-13, G-22, 


C-22, D-12, D-16, E-13, 
F 7. 


N-8, N-10, 
P-12, 


G-1, 
W-2. 
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EVEREFAbDy 
RAYTHEON 


#)) 





Handy carton of four 
Everead Raytheon 
B-H Tubes 


SUGGESTI!| 
EVEREADY 


RAYTHEON B-H 
REPLACEMENTS FOR 
“B’’ ELIMINATORS 


TRY it for a week! Keep a car- 
ton of Eveready Raytheon B-H 
Tubes right out front. Sug- 
gest them to customers. A new 
B-H tube makes a big differ- 
ence in reception. 

Because B-H, original gas- 
eous, rectifying tubes, are 
standard with over 100 makes 
of “B” power units. Most units 
were designed for the B-H. 
The replacement market is tre- 
mendous. 

Always keep Eveready Ray- 
theon B-H Tubes, four in the 
handy carton, out in display. 


* * % 


The Eveready Hour, radio’s oldest com- 

mercial feature, is broadcast every Tues- 

day evening at nine (New York time) from 

WEAF over a nation-wide N. B. C. net- 
work of 31 stations. 


NATIONAL CARBON CO., Inc. 
General Offices: New York, N. Y. 


Branches: Chicago Kansas City 
New York San Francisco 


Unit of Union Carbide 





UCC 


and Carbon Corporation 


EVEREADY 


RAYTHEON 


Trade-marks 




















smooth performance 


ATAPULTED silently into the 
C air, the glider taking advantage 
of every tiny air current, soars noise- 
lessly and gracefully up and down 
the air valleys at the touch of the 
control stick. 

It’s the acme of smooth perform- 
ance. 

The modern radio receiver, if it is 
CENTRALAB equipped, figuratively 
speaking, rides the ether waves 
smoothly and noiselessly. 

For real adventure in radio recep- 
tion insist on CENTRALAB volume 
control equipment. 





This shows the exclusive rocking 
disc construction of Centralab 
volume control. “R” is the resis- 
tance. Contact disc ““D” has only 
a rocking action on the resistance. 
Pressure arm “P” together with 
shaft and bushing is fullyinsulated. 


Announcing new Con- 
stant Independence 


Volume Control for 
wees ae h 103-A for Projection Purposes. 
ree Booklet, “Volume Write for special 
Control, V oltage Control, bull - 
and Their Uses” — 


Cen 


CENTRAL RADIO 
Dept. 103-A 





LABORATORIES 
14 Keefe Avenue 


Milwaukee, Wis. 
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0 think of 
TRANSFORMERS 


is to think of 
THORDARSON 


TRANSFORMER SPECIALISTS 
Since 1895 7 7 7 7 7 # 


Microphone Transformers @ Line 
to Tube, Tube to Line, Line to Line © 
Mixing Transformers @ Coupling 
Reactors @ Filter Chokes @ Audio 
Transformers @ Impedance Matching 
Transformers @ Power Compacts @ 
Speaker Coupling Transformers @ 
Complete Amplifiers . . . . 





| Catalog of new Replacement Power and Audio fk 


Transformers will be sent upon request 


THORDARSON ELECTRIC MFG. CO. 
Huron, Kingsbury and Larrabee Sts., Chicago, Ill., U. S. A. 
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NOW--A PERFECT TUBE TESTER 


The First 
Tube Tester 
Which Indicates 
Directly Normal 
Wear and 
Noisy Tubes 





APPLIES CORRECT D.C. PLATE VOLTS. 

APPLIES CORRECT D.C. GRID VOLTS. 

APPLIES CORRECT FILAMENT VOLTS. 

INDICATES DIRECTLY, DYNAMIC MUTUAL CONDUCTANCE AND PLATE CURRENT. 
TESTS ALL TYPE TUBES INCLUDING THE NEW 2-VOLT TYPE. 


The AC-47 Radio Tube Tester is the first jobbers and dealers type tester to be placed on the 
market operating from 110 volt A.C. line, which actually applies D.C. TO THE PLATE, and at the 
same time, delivers the correct amount of D.C. GRID BIAS. 


In all other types of tube testers now on the market, Raw A.C. is applied to the plate, and the 
tube is made to act as its own rectifier. It is impossible to get an accurate check of any tube unless 
D.C. is applied to the plate. 


In the AC-47 Radio Tube Tester, all the voltages are standardized and are absolutely INDE- 
PENDENT OF LINE VOLTAGE FLUCTUATIONS. 


MUTUAL CONDUCTANCE is the most important determining constant of the excellence of 
any radio tube, and the AC-47 is the first to be placed on the market, which actually indicates this 
constant DIRECTLY ON A METER. 


Write for Bulletin No. 27, containing complete description and prices. 


Write for Bulletin No. 26, which contains complete description and price of the New Hickok SG-4600 Radio 
Set Tester, which contains direct reading ohmmeter and capacity meter. 


The Hickock Electrical Instrument Co. 


CLEVELAND, OHIO 
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For smart living...this exclusive 

apartment hotel in the heart of the 

famous Wilshire District, 

looking beautiful Westlake and 
Lafayette Parks. 


over- 


Hotel Rooms froms5 up 
Apartments from $150 up 


American Plan from $8 up 


“The. 


LOS ANGELES 











"ey 


l 
PENNSYLVANIA 


39%and CHESTNUT STS. 


600 


INE large outside 
rooms. Each with bath 
from $3.00 daily. Unre- 
stricted Parking—Splen- 
did Restaurants—Choice 


Location—New— 











Modern. 
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HOTELS 
for 
Radio 
Travelers 


FOC CCCC CCC CCC CCC CCC CCC CCT 
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ON THE OCEAN FRONT 


The 
reakers 
ATLANTIC CITY N.S. 


Preferred— 


In all seasons by those who 

know and wish the best 

upon either the American 
or European Plan. 


Bathing from Rooms 


Sensible Rates Withal! 
HILLMAN MANAGEMENT 
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ARE YOU 
TRAVELING 


CHICAGO, ST. LOUIS 
DETROIT, PHILADELPHIA 
OR BOSTON? 


E ASSURED of pleasant hotel 
accommodations, suiting your re- 
quirements, at attractive rates in above 
cities. Write, stating number in party, 
date of arrival and sort of accommo- 
dations required—full information will 
be sent without charge. Avail yourself 
of this free service today. 
R ting Hotels 
of ing Merit 
Chicago 
The GRAEMERE 
The ALBION SHORE 
The EMBASSY 
The CHURCHILL 
The MARTINIQUE 
The SHOREHA 
The WASHINGTON 
St. Louis 
The ROOSEVELT 
Detroit 
The GREATER WHITTIER 
The GRANT 
Philedelphie 
MAYFAIR HOUSE 
Boston (Brookline 
LONGWOOD TOWERS 


Reservations exactly suiting your requirements 
made without charge 


127 N. Dearborn Street, Chicago 
Room 1001 









































FROM THOSE WHO KNOW 


Best Thing in the Radio Business 


“I think the Radio Dealer’s Blue Book is one of the best 

things that has come into the literature of the radio business.” 
Tromas Mercer, Vice President, 

Bankers Commercial Security Company. 


Worth Twelve Times Its Cost 


“The Blue Book paid for itself on the first deal. In my opin- 
ion it is worth $7.50 a month instead of the $7.50 a year that 
you ask.” 

Cart Jones, 
Radio Dealer, Chicago. 
A Sure Cure 


“A sure cure for relieving yourself of a great many of the 
sorrows that come to most radio dealers is to adopt the Radio 
Dealer's Blue Book.” 

Rapio « Music Trapes Association 
(Seattle) 


What the Radio Business Has Needed 


“The Blue Book is just what the radio business has long 
needed. I am instructing our salesmen to do their best to have 
every one of our dealers get and use the Blue Book,” 

STRAVELL-PATTERSON, 
Radio Jobber. 


HE Blue Book has Stood the acid test of over a year's use 
in dealers’ hands, first appearing in March, 1929, and quar- 
terly since. 

Four thousand, four hundred seventy-one dealers in all 
parts of the country are using the Blue Book today, 248 job- 
bers have recommended it to their dealers. Fourteen radio trade 
Associations have adopted it. 

Questionnaires are sent to 8,000 dealers, Blue Book subscrib 
ers, leading merchants, etc. Averages are struck from these 
answers, which are then checked by prominent dealers, jobbers, 
Association secretaries, and lastly by a committee of leading 
finance companies. Blue Book quotations are accurate — de- 
pendable. 

In addition to trade-in prices (292 models of 76 makes) the 
Blue Book contains—Complete detailed descriptions of all new 
merchandise with list prices, and — Schematic diagrams of 


new models. 


WARNING! 


Blue Books have been so successful that occasion- 
ally spurious trade-in books in imitation of the 
genuine are offered dealers. The original and only 
genuine Blue Book is protected by Trade Mark 
No. 231,486 issued by U. S. Pat. Office. The Blue 
Book is the only Blue Book of trade-in values 
approved by Radio Trade Associations. Demand 
the genuine, official BLUE BOOK. 


Thee... .1 


mre en | 





GB creer overnite cana, i a 






BOOK 


Closed Another Sale! 


‘‘But she sure was hard to sell until the Blue Book 


convinced her that our trade-in price was fair’’ 


R. AND MRS. RADIO BUYER know that the Auto- 
mobile Blue Book sets a fair value on their car. There- 
fore, they accept the Blue Book quotations as fair, honest, 
and authentic, when applied to radio. 
The Blue Book takes trade-in allowances out of the 
bounds of competitive wrangling. It is unbiased — Con- 
vinces— Makes Sales—Converts shoppers into buyers. 





You can’t lose money on a Blue Book quotation. Prices 
are established at one-half of what the set can be sold for, 
stripped. That leaves a PROFIT for you. 


Fourteen Radio Trades Associations have adopted and 
approved the Blue Book. Finance companies use it and urge 
dealers to stick to Blue Book quotations. 

The Blue Book will SAVE you money and MAKE you 
money. It pays for itself on the first deal. 


Pocket size, attractive blue, leatheroid loose-leaf binder 
— looks like the official publication it is. Four complete 
issues a year, always up to date. A year’s service for $7.50 


Write, wire, or send the coupon. We’ll rush a Blue Book. 


Correspondence invited from Radio Trade Associations and Jobbers. 
A few metropolitan territories open to responsible sales representatives. 
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Have You Seen Our 
Radio Bargain Bulletin No. 31? 


Here Are a Few of the Items It Contains: 
Thordarson Double Filter Choke, Model T-2458, contains two 18 Henry 


250 Mill Chokes........... -hiatalasdiath idea a $6.25 
Filter Choke—30 Henries—120 Mills... a acall $2.00 
Powerizer 180-volt B Eliminator.......................... : : $8.00 
Dubilier 1134 Mfd. High Voltage Filter Condenser Block. D. C. 

Working Voltages 1,000, 600 and 160..... me $3.75 


Samson “PAM” No. 16 Two-Stage Power Amplifier (less tubes). $38.50 
Thordarson High-Voltage Power Transformer—250 Watts—for 2-UX- 


250’s or 210’s, and 2-UX-281 Tubes.................. a a $5.75 
Thordarson High-Voltage Power Transformer—175 Watts—for 1-UX- 
250 or 210 and 2-UX-281 Tubes.... j $4.25 
RCA Power Transformer, for UY-224 Screen Grid and UX-245 Power 


Tubes. Type 380...... ee A a oe ...$3.75 
Kolster—K-5—Electro-Dynamic Speaker, complete with 210 or 250 
Power Amplifier and “B” Supply Unit in Cabinet. List $175.00 


(less tubes) ES aR. : ae oe ae $26.50 
The New Gould Kathanode Unipower 6-Volt Automatic Radio. “A” 
Power, from light socket...... 3. wicsibsnaclaniiaiancatailidias:osendenieaeaee 
Dubilier 4 Mfd. High Voltage Filter Condenser. D. C. Working Volt- 
age 600 $1.80 


R. C. A. Power Transformer No. 8335 for Radiolas 33, 18 and 17. 
Supplies Plate Filament Voltages for four 226’s, one 227, and one 
oy = yee OR eR ees 2 «Se Se esos 

R. C. A. Two Stage Audio Transformer Pack, Part No. 5667. For 

Radiolas 33, 18 and 17. Ratio of each Transformer 3-1......... $1.90 

Aerovox 7 Mfd. High Voltage Filter Condenser Block. D. C. Working 
EE eee Lae eS $3.25 

Jefferson Step-down Transformer, 110 V. to 14 V. at 2 1-2 Amps......$ .95 

Thordarson Sonora Power Transformer. Supplies plate and filament 


voltages to four 224’s, one 227, two 245’s and one 280 tubes....... ..$3.75 
Thordarson 30 Henry 175 Mill Choke, Model T2030A.......................$3.25 
Bremer-Tully Model 80 Six Tube Battery Operated Console Receiver, 

fully shielded, one dial control. list $89.50...... . : $24.50 
Potter 13 Mfd. High Voltage Filter Condenser Block, D.C. Working 

tt StS eee : ; $4.25 
Powerizer for Radiola 28 and 25, list $84.00................. ; $21.00 
G. E. TB-1 Kenotron Rectifying Tube UX-Base......... $ .50 
Westinghouse Choke Coils, 15 Henrys, 35 Mills : ; $ .45 
Western Electric Breast Type Microphone $1.25 


Kolster 6-H 6 Tube Console Receiver with built in Kolster Dynamic 
Speaker, list $295.00........ a rks Mae | 


AMERICAN SALES COMPANY 


19-21 Warren Street New York, N. Y. 








DEALERS AND 
— J ERVICEMEN ~ 


Federated Purchaser 
2014 Hudson Street 
New York City, N. Y. 











Enyoy the best! 
Modern, scientific 
equipment and man- 
agement make it pos- 
sible for you to enjoy 
the best in New York 
at the Hotel Lincoln. 





1400 ROOMS 
Each with Bath and Shower 


$3-5 for One 


NEW YORK’S NEW $4-7 for Two 


leph 
H O T E L kamnaniee 


LINCOLN 


Eighth Ave., 44th, 45th Sts., Times Square 











CARDWELL’S 
BANNER 
PERFORMANCE 


a 


HE Star Spangled record of Cardwell Con- 

densers stands on a high peak, alone. They 
have always been the choice when Performance was 
the prime factor, when human life was at stake, when 
a condenser was needed that could stand up when 
the going was tough! With Byrd over the North 
Pole—with Dyott in Brazil—with Byrd again making 
history over the South Pole—what a record! There 
is a Cardwell Condenser for every tube and purpose. 
Write for literature. 


Pacific Coast Distributors 
UNIVERSAL AGENCIES 
905 Mission Street San Francisco 
DEALERS 

OFFENBACH ELECTRIC CO., San Francisco, Calif. 
UNITED RADIO SUPPLY CO., San Francisco, Calif. 

RADIO SUPPLY CO., Los Angeles, Calif. 
COAST RADIO SUPPLY CO., San Francisco, Calif. 

WEDEL CO., Seattle, Wash. 
SPOKANE RADIO CO., Spokane, Wash. 


THE ALLEN D. CARDWELL MFG. CORP. 
81 Prospect St. Brooklyn, New York 
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KEEP POSTED ON PRICES 
S. S. Jobbing House 


156 W. 26th Street 
New York City, N. Y. 


Without obligation add my name to 
your list so that I get your Radio and 





Electrical Merchandising Bargains regu- 
larly. 


Ee ee, ee Per 


a 





City 























s 
WORLD'S 
PREMIER 
CUSTOM 
RADIO 


Fill in and mail this advertisement with 
25c (stamps or coin) for 48-page “HiQ- 
30” Manual. Invaluable to radio con- 


structors. 
Address Dept. PR-7 
HAMMARLUND-ROBERTS, Inc. 
424-438 W. 33rd St. New York 


Name 
Address 






































TRANSFORMERS 


150 watt 1300 volt center tapped with 
two 71% volt windings, $7.00. 250 watt, 
550, 750 volts each side center, two 72 
volt windings, $10.50. 700 watt 1000, 1500 
volts each side center, $14.50. Special trans- 
formers ae chokes to order. 4 MF un- 

ted s working voltage 1000, 
$3.00. 2 ME 750 volt, 75c. 1 MF 750 volt, 
40c. 3 MF 600 volt, 40c. 2 MF, 30c. 
Power pack repairs and replacements. Send 


for list. 
ELECTRONE LABS. 


a 834 Randolph Street North 
PHILADELPHIA, PA. 





























REPRESENTATIVES 
WANTED 


A representative for Arizona, Ar- 
kansas, Colorado, Nevada, New 
Mexico, Texas, Delaware, Florida, 
District of Columbia, Georgia, Illi- 
nois, West Virginia and Wisconsin. 


One for each of the above states 
is desired. Write, giving par- 
ticulars of your ability to cover 
the territory. 


A.H. JACKSON, Manager 


Gosilco Radio Products Co. 
Huntington Park California 
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‘RADIOADS 


A Classified Advertising Section Read by 
Better Buyers 
Discontinued Merchandise and Job Lot Adver- 
tising Must Be Plainly Indicated as Such 
RATES: 8 CENTS PER WORD 
$6.00 PER DISPLAY INCH 
Remittance Must Accompany All Ads 


Radioads for the October Issue Should Reach 
Us by September Twentieth 
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BUSINESS OPPORTUNITIES 


STARTLING INVENTION! SCREW-HOLD- 
ING SCREW DRIVERS! Remove, insert screws 
inaccessible places! Factories, garages, electricians, 
mechanics buy on sight! Sells $1.50; exclusive ter- 
ritory. FREE trial! Toolco, 1592 Water St., Boston. 











$1200.00 will buy our RADIO DEPARTMENT 
stock clean. Atwater Kent and Victor dealers. Easy 
competition for the right man. We have made money 
in this department; you’can, too. Wonderful oppor- 
tunity. Radio department operated in conjunction 
with department store. Radio Salon, Repair Room, 
new Erskine Truck, $65.00 month. Write Box 27, 
Lompoc, Calif. 


SERVICE REPRESENTATION 


SERVICE REPRESENTATION—Repair shop, 
Cleveland, Ohio, well ——_ expertly manned, 
wants to represent manufacturers of high-grade 
electrical equipment. Halectric Laboratory, 1793 
Lakeview Road, Cleveland, Ohio. 











MISCELLANEOUS 





“CITY OF CHICAGO,” WORLD DURA- 
TION PLANE, 30” Plan 10 cents. Model Aviator 
own. R, 605 Washington, eames 


SERVICE MEN ATTENTION—Speakers re- 
wound, magnetized, repaired, $2.00 to $2.75. Com- 
plete Power Pack Service—Transformers rewound. 
Condenser blocks repaired, resistors duplicated. 
Guaranteed. Clark Bros. Radio Co., Albia, Iowa. 


AMATEURS-EXPERIMENTERS-BUILDERS 
—We serve over 4000 IRE, ARRL, etc., experi- 
menters and “nuts.” Full discounts. $50,000.00 | 
stock approved parts—no sets. Over four pounds, | 
catalog, circuits, data, prepaid, 50c. Weekly bulle- | 
tins (new items, results of experiments, etc.) 20 
weeks, $1.00. Sample experiments ‘‘Over the Solder- | 
ing Iron’’ magazine, 25c. Transmitting data, price 
list, etc., 25c. Kladag Radio Laboratories, estab- | 


lished 1920, Kent, Ohio. 


N. R. I. RADIO COURSE—Late, $70 complete, 
57 lessons with answers, $15.00. Carl Campe, Center | 
Line, Mich. 


“CITY OF CHICAGO, ” WORLD’S DURA- 
TION PLANE, 30”. Plan 20c. Model Aviator. 
Dept. R, 601 Washington, Chicago. 











POWER-PACK SERVICE 


COMPLETE POWER-PACK SERVICE —) 
Transformers rewound, Condenser blocks repaired. | 
Resistors repaired or duplicated. Specially equipped | 





| shop. Work guaranteed. Clark Brothers Radio Co., 


Albia, Iowa. 




















































Up-to-the-minute offerings at 
lowest wholesale _ prices. In; 
cludes mewest Tone Control, 
Screen Grid — Superheterodyne, 
Radio-Phonograph combinations, 
short wave receivers, automobile 
radios, public address. Attrac- 
tive walnut consoles and latest 
accessories, parts and kits. Don’t 
buy until you see our big catalog. 


Western Radio Mf¢.Co. 


128 W. Lake St. CHICAGO 
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WE — in Replacement Parts 





BAL-RAD 
REPLACEMENT BLOCK 
For Atwater Kent No. 37 

This unit contains the prop- 
er chokes and high voltage 
condensers. All flexible wire 
colored leads identical to the 
original. Fully guaranteed. 


$4.95 ea. 
. 8 8 oe BAL-RAD 


Replacement Block for 
Majestic “B”’ Eliminator 
The condensers in this block 
are composed of high volt- 
age condensers. Guaranteed 

for 1 year. 


$2. 95 ea. 


RCA CHOKE COILS 
15 Henries 


Impregnated in Rosin. Ideal choke 
for use in ““B” Elim. and A.C. Sets. 
D.C. Resistance 500 ohms. 


35c ea. 





























POLY MET 
i. Wats POLYMET 
1 mfd. Filter| By-Pass Tubular 
Condenser. Condenser 
300 Volts/1 mfd., 200 volts 
i. Can be used 
35 across Choke 
¢ ea. |Terminals in Victor 
$3.60 |Sets to reduce hum. 


per doz. $1.00 per doz. 








RCA BY-PASS CONDENSER 
Part No. 5996 
Comprising one % and three .1 

mfd. condensers. 


List $3.00 35c¢ ea. 





YAXLEY 2,000-OHM VOLUME 
CONTROL 


For Radiola 17, 18, 32, 42, 44, and 

practically all sets. Insulating strip 

(easily removed) for metal 

panels. List Price $1.95.... 45c ea. 
Part No. 8335 


| Special $3.95 ea. 


BAL-RAD HY VOLTAGE 
Surge-Proof Condensers 
For General Repair and 

Power-Pack Work 

We guarantee these condensers for 100 per cent 

free replacement. Repairmen should carry a 

few dozen in stock. 








RCA POWER TRANSFORMER 
For Radiolas 17-18-32-51 

This Shielded Power Transformer can be 

used to convert your Battery set to an 

A. C. Set. Will supply all filament and 

plate voltages up to 7 tubes. 








MFD. Working Volts Each 
One bie 600 > 30c 
Two ” 600 = 40c 
Four wo 600 6 60c 
One-half - 300 - 25c 





RCA REPLACEMENT 600V 
CONDENSER BLOCK 


For Radiolas 18-33-51 
Part No. 8333 


Special $1.50 ea. 


RCA 


Victor —— 


30-Henry 
Choke Chokes 


a GQ & 
=e — pia 


Part No. 
For replace- HA 336. Con- 
ment 10) tains two 30 
Victor, Edi-| Henry 80 
son a0) Mil. Chokes. 
Radiola sets.| Each choke insulated for 


50c ea. 1000 volts. $1.70 ea. 


VICTOR PUSH-PULL TRANS- 
FORMER—Input and Output 
Can be used with 171A—245 or 250 
type tubes. Output matches moving 

coil on all dynamic —_ 




















With Without 
Metal Jacket Metal Jacket 
$2.50 $1.75 
TERMS 20% with order, balance C. 0. D. 2% dis- 


count allowed for full remittance with order only 
No Orders Accepted for Less Than $2.50 


BALTIMORE RADIO CO. 
47N MURRAY ST., N. Y. C. 
Send for Our Latest Bargain Bulletin 
































WORLD-WIDE 
RECEPTION 


WITH THE NEW 


NORDEN-HAUCK 


SHORT-WAVE 


SUPER DX-5 





Size: 9 x 19 x 10 inches. Weight: 30 pounds 


ENTIRELY NEW 
ADVANCED DESIGN 
NEW PENTODE TUBE 
SENSATIONAL DISTANCE 


RANGE 1114 TO 205 
METERS 


RELIABLE PERFORMANCE 
A-C AND D-C MODELS 


ADAPTABLE FOR LONG 
WAVES 


Write, telephone or cable TODAY for 
Complete Information 


NORDEN-HAUCK, INC. 


ENGINEERS 
1-9 South Street PHILADELPHIA, PA., U.S. A. 
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